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Glamorous at-the-table dining-room service .. . vide with Sterno’s complete line of high-quality 
sophisticated cocktail-lounge service... smart and brass, copper and stainless-steel serving equipment. 
efficient buffet service . . . simplified room service All these ‘“‘Aids to Fine Service” burn safe, clean, 


} —you’ll find them all easy and profitable to pro- § economical Sterno Canned Heat Fuel. 
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Sterno, Inc. 


ESTABLISHED 1887 


A Subsidiary of Colgate-Palmolive Company 
9 East 37th Street, New York 16, N.Y. 


Makers of Safe, Dependable 
STERNO CANNED HEAT FUEL 
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These filter papers show the remarkable results of a HYAMINE 2389 can keep your pool free of slippery, | “W 
controlled laboratory test on algae growth. Just three unsightly algae. Helps you save money by cutting ~ tail 
ounces of untreated water, when poured through the down on your use of chlorine, eliminating filter plug- |) 
filter paper on the right, produced the amount of ging and other maintenance due to algae growth. thr 
algae shown. The same amount of water treated with Formulations based on HYAMINE 2389 also make = 
algae-killing HYAMINE 2389, poured through the excellent disinfectants for use in locker rooms. Mail ‘ 
filter paper above, left only slight evidence of dead the coupon for information on local brand name prod- ro 


algae. Proof positive that regular treatments of ucts based on HYAMINE 2389. 
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This Month’s Cover 


On the cover is a photograph of 
workers involved in the construction of 
Glen Canyon Dam, spanning 1500 feet 
of the Colorado River in Arizona 
(courtesy Bethlehem Steel). The work 
involves drilling into the rock face of a 
700-foot cliff canyon wall. 

Such a project is something like in- 
serting toothpicks in a_ three-decker 
sandwich except on a little tougher 
scale. Special steel bolts are inserted in 
the holes and tightened up to hold the 
layers of age-old rock firmly in place. 

ethlehem Steel is the country’s sec- 
ond largest steel producer. Some of its 
besi known construction jobs are the 
Golden Gate Bridge in San Francisco, 
George 
Washington Bridge in New York City, 
Rainbow Bridge at Niagara Falls, Mer- 
chant Mart in Chicago and the Chase 
Manhattan Bank in New York. 


In This Issue 


The spotlight moves this month to 
beverage promotion. On the following 
pages youll find a host of ideas that are 
tailored to fit the requirements of pri- 
vate clubs. 

Starting on pages 14 and 15 is a 
series of workable suggestions from 
leading liquor, wine and beer execu- 
tives on how a private club can in- 
crease its beverage sales. 

On page 17 you'll find an article on 
how the Washington Athletic Club in 
Seattle staged a beer party that was 
especially successful with the club’s 
younger members. And on page 19 is 
a cost approach to beverage promotion 
by A. R. Albert. 

Henry Barbour, author of the popular 
“Wine Pressings” column, gives a de- 
tailed breakdown on wine control start- 
ing on page 20. This is the first of a 
three-part discussion on this subject 
which will be continued in the Septem- 
ber and October issues. 


Coming Attractions 


In the September issue the laundry 
problem will be attacked from three 
angles—installing your own laundry, 
sending the laundry out, or renting. 

Also on tap is an article on the run- 
ning of military clubs, party ideas, and 
food promotion, plus a labor control 
article from last year’s short course. 

And, in October, we'll again present 
our annual equipment and remodeling 
issue with the latest ideas that can bring 
more business to your club, help you 
cut costs. : 
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THE TOP 
SUPPLIER 
OF CARPETING 


to clubs ...large hotels... theatres? 














Every year NATIONAL Theatre Supply installs miles and miles of carpeting in 
hundreds of public buildings from coast to coast. As one of the nation’s largest 
carpeting contractors, NATIONAL offers an endless variety of carpeting loomed 
especially to withstand the use and abuse of heavy traffic. NATIONAL’s 
Nylwood carpet for example, is made to exacting N.T.S. specifications by 
famed Alexander Smith. Probably no carpeting has more proof of its ability 
to take tough wear than this plush nylon-wool blend. Nylwood is available in a 
magnificent variety of patterns and colors. You can also find hard wearing, 
inexpensive carpeting for corridors, locker rooms and other problem areas. 


With 32 branches conveniently located from coast to coast, a nearby rep- 
resentative will be happy to show you a better way to buy carpeting for your 
club. Call, write or wire... now! 


NATIONAL THEATRE SUPPLY COMPANY 


Gp 92 Gold Street, New York 38, N.Y. 


BEekman 33-4170 « Branches coast to coast 
CONTRACT FURNISHERS TO LEADING CLUBS, MOTELS AND INSTITUTIONS THROUGHOUT AMERICA 


SUBSIDIARY OF GENERAL PRECISION EQUIPMENT CORPORATION 
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~ A new group of 22 economy-priced, 
folding tables has been introduced by 
Howe. 

Called the “leader line” series, the 





tables are available in a choice of three 
different sizes, five different top styles 
and three types of protective moldings. 
Single tops are built of solid, sheet ply- 
wood or Masonite. Double tops are 
Masonite, HowLite plastic or Micarta 
bonded to a solid Douglas Fir plywood 
base. 

For more information write Dept. 
CM, Howe Folding Furniture, I Park 
Ave., New York 1. 


¥ Canada Dry’s wine and spirits di- 
vision has introduced a new imported 
product—?Power’'s 
Gin. 
_ Made by John 
Power & Son, Ltd., 
Dublin, Ireland, 
the gin has been 
termed a premium 
product by Canada 
Dry Vice President 
Paul J. Burnside. 
Introductory mar- 
keting and promo- 
tion plans will cen- 
ter around the “Powerhouse”, a martini 
made with Power’s Gin. 

For more information write Dept. 
CM, Canada Dry Corp., 100 Park Ave., 
New York 16. 








Legion Utensils Co. has been ap- 
pointed exclusive American distributor 
for the new line of silver-plated hollo- 
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INTO EVERY SIMTEX TABLE 


Only the natural lustre of fine combed yarns can create the 
beauty of a Simtex tablecloth. It’s the even strength in both 
warp and filling that adds to the stamina in all Simtex cloths. 
The exclusive Basco” protective process that is applied 
permanently to the fiber itself assures unsurpassed durability 
and long-range economy. Only Stevens exclusive Basco truly 
permanent finish can maintain the look of luxury for the life 
of the cloth. Your choice of sparkling white or fashion colors. 


J. P. Stevens & Co., Ine. New York 36, New York 


- 
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Users say 
bar pays for 
itself in 3 months. 


Ideal for party rooms in all clubs. 


Ambassador East, Chicago (4 Bars) 
Palm Beach Biltmore (3) 

Minneapolis Club (4) 

Kenwood Country Club, Bethesda (2) 
Cincinnati Country Club (3) 


112 Hennepin Ave. 








PALEN Portable Bar 


and BACKBAR 


SIZES 5 or 6 feet long 
43 inches high 


IDEAL FOR SUMMER PARTIES 


LOOK AT THE FACTS 


Management's answer for a quality bar for pool or patio parties. 


Built to pass through normal doorways and can be moved on average elevators. 
Stainless steel sinks, drainboard and ice compartment. 
Heavy duty casters with brakes on both units. Formica top and front. 


THESE FINE PLACES ARE USING OUR BARS 


U. S. Submarine Base, New London, Conn. 
Sandia Airbase, Albuquerque, New Mexico (3) 
Monmouth Hotel, New Jersey 

1200 Beacon St. Hotel, Boston (3) 

Indiana Club, South Bend (2) 


4 Palen Portable Bars in the new La Concha Hotel—San Juan, Puerto Rico 


USEFUL ACCESSORIES 


HANDY STAINLESS STEEL LIQUOR TROUGH FOR BOTTLES 
54" LONG AND SLIPS ON AND OFF EASILY 


THE PALEN BAR-ETTE DRAWER WITH GLASS OR STAINLESS 
INSERTS FOR FRUITS 


You buy direct from Manufacturer—Write for prices 
ASK ABOUT OUR NEW PORTABLE "GUEST ROOM" BAR 


JOS. F. PALEN, Inc. 


Creators of distinctive Cafe, Bar & Hotel Fixtures 
Since 1915 


Minneapolis 1, Minn. 
FEDERAL 8-5636 












Write advertisers you saw it in CLUB MANAGEMENT: AUGUST, 1960 


ware from Sambonet in Vercelli, Italy, 

According to Victor Scavullo, Legion 
vice president, the line has won recog- 
nition in trade fairs throughout Europe 
and the United States. It is complete 
with a wide selection of pieces that 
range from salt and pepper shakers to 
candelabra. 

For more details write Dept. CM, 
Legion Utensils Co., 21-07 40th Ave., 
Long Island City 1, N. Y. 


¥Y From Saxony Clothes comes. this 
barman’s vest boasting three distinctive 
features. 

Available in 
more than 30 
colors (solids, 
plaids and bro- 
cades), the vest can 
be color-coordi- 
nated with any cle- 
cor. It is six inches 
longer than con- 
ventional vests to 
allow greater com- 
fort and do away 
with flapping shirt- 
tails. And the back 
of this model is 
hand-tailored of the same material as 
the front. 

For more information write Dept. 
CM, Saxony Clothes, 230 Canal St., 
New York 13. 








~ Bauer now is offering imported ham 
from which internal and external fat, 
shank and butt ends are removed to 
increase center-cut yield to an average 
of 89.7 per cent. 

The ham, available in three _insti- 
tutional packs (oblong, pullman and 
pearshaped), is prepared by a low-salt 
curing process from premium grade, 
lean porkers. 

For more information write Dept. 
CM, B.N.S. International Sales Co:p., 
52 Broadway, New York 4. 


ww What is said to be the first “com- 
pact” in four-stage commercial dish- 
washing machines, a 13-foot flight-t, pe 
model with fully automatic operation, 
has been introduced by Hobart. 

The new Model FT-13 will power 
scrape, power wash, power rinse and 
final rinse dishes with speed and ef- 
ficiency previously found only in dish- 
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to pay LESS for floor care 
pay more for |QUALITY| materials 














General building maintenance expenditures show cleaning costs ata 
new high of 50.2¢ annually per square foot. Of this total cost 45¢ is 
expended for labor while only 2.3¢ is used for materials and supplies.* 


When you practice the false economy of purchasing cheap cleaners, 

‘waxes and floor dressings, not only do labor costs skyrocket because 

of the necessary increased frequency of treatment, but your floors 
»=) gy are in danger of rapid depreciation. Cheap alkaline cleaners shorten 
ta floor life. Cheap waxes offer little protection. 






















\. With the right long lasting, quality-first treatment, the cost of clean- 
ing a floor is lower because labor is held to a minimum. This beauti- @ 
ful floor was treated to clean easily, stay clean, look clean. 


e The floor in this beautiful lounge was sealed with Hillyard HIL-TEX®, the 
undercoater which fills pits and voids in resilient flooring, eliminates dirt 
traps, provides a firm, smooth base for wax. 


@ The floor was then finished with Hillyard SUPER HIL-BRITE®, the water 
emulsion wax made only of select prime No.1 imported Carnauba, highest 
grade obtainable. Buffs back again and again to “new floor” lustre after re- 
peated scrubbings. This floor will reject dirt, keep it up on top to make clean- 
ing fast and easy. 


e Cleaning time is shortened with Hillyard SUPER SHINE-ALL®. No rinsing is 
necessary in normal daily cleaning. Hard scrubbing is eliminated too because 
Super Shine-All cleans 6 effective ways; by wetting, penetrating, sudsing, dis- 
solving, emulsifying and suspending. Its neutral safe action safeguards and 
prolongs floor life. 


* Office Building Experience Exchange Report. _ 





For every floor in your Building there’s a Hillyard treatment that can help 
keep cost down. 


You’re Money Ahead with 


HILLYARD 


Let the 
Hillyard “Maintaineer®” 
survey your floors and 
show where you can save 
money on floor care. He’s 











“On Your Staff, Not Your Payroll” A Ramee ceasidinomaaaiemaaaaeenadiniaal 
; HILLYARD St. Joseph, Mo. Dept. B-I 
j ' Please send me Free book of facts Please have the Hillyard Main- 
H l L &E Y .A R D 1 @ on actual cases of floor care sav- ——, ger in touch with me. No 
Sassale, WJ. ST. JOSEPH, MO. San Jesa, Calif. : anaes — 
1 NAME 
i 
i FIRM OR INSTITUTION 
Branches and Waretrouse Stocks in Principal Cities H ADDRESS City STATE 
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athlete's foot with 
ONOX 


skin toughener 











Footsprayer cuts cost to 1/10 cent per treatment. 









































One treatment with footmat costs about 1/5 cent. 


Skin specialists say the best way to pre- 
vent Athlete’s Foot is to increase the 
skin’s resistance to fungus growth*. 
That’s what Onox does. It keeps your 
feet as tough and healthy as your hands. 
Used by clubs, schools, and over 70% 
of the largest U. S. companies for the 
treatment and prevention of Athlete’s 
Foot. 


*American Pub. Health Assoc., Oct. 15, 1954 


@ TRY ONOX 60 DAYS AT OUR RISK 


If not satisfied, you owe us nothing. 
Full details on request. 


@ FREE FOLDER 


Write for “Facts on Athlete’s Foot” 
including medical opinions. 


i Of 0 > a8 OWL OF 
Dept. D, 121 Second St., San Francisco 5, Calif. 


Warehouses: Murray Hill, N. J. e 
New Orleans e 


Cleveland 
Newark, Calif. 
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washers at least 20 feet long, according 
to the maker. Designed for space 
saving, this model is recommended for 
kitchens serving up to 700 persons per 
meal. 

For complete details write Dept. 
CM, Hobart Manufacturing Co., Troy, 
Ohio. 


A cabinet-enclosed steamer kettle 
combination for clubs serving 100 to 
300 meals (depending on the size of the 
kettle and number of compartments) 
has been announced by the Cleveland 
Range Co. 

The unit is comprised of a 20- or 30- 
gallon kettle and a one- or two-com- 
partment Steamcraft steam cooker. Ex- 






































terior finish is available in satin-finish 
aluminum or stainless steel. 

For more information write Dept. 
CM, Cleveland Range Co., 971 E. 63rd 
St., Cleveland 3, Ohio. 


“ A dish-handling system that is said 
to leave half the weight with the dish- 
washer has been introduced by Seco. 

Pic-A-Rack is a two-part rack with 
a metal carrier to take the all-plastisol, 
light-weight rack full of glasses or cups 
through the dishwashing machine. The 
rack full of dishes then is lifted out of 
the carrier and used to store clean 
dishes in the serving area. 

For more information write Dept. 
CM, Seco Co., 4560 Gustine Ave., St. 
Louis 16, Mo. 





~ For storing wine bottles and saving 
space, this Cellar Niche has been intro- 
duced to the club market. 

Called by the manufacturer a real 
time and space saver, the item enables 
the club to do away with stacks of 
bases and allows the manager to group 
wines according to vintage, type, cte. 

For complete details write Dept. 
CM, D. & J. Marquardt Co., 4927 
Kirk St., Skokie, Ill. 






~ One of the more colorful uniform 
styles for women featured in the 1960 
catalog recently re- 
leased by Shane is 
this new “polka 
dot” model in a 
choice of flamingo 
or jade green. 
Said to be ex- 
ceptionally easy to 
launder, colorfast 
“and _ long-wearing, 
this uniform is 
available in two 
versions: a two- 





piece effect with a combination of solid 
color skirt and polka dot bodice; and 
an all-polka dot version with full- 
princess styling. 

For a copy of the new catalog write 
Dept. CM, Shane Uniform Co., 2015 
W. Maryland St., Evansville 7, Ind. 























SOLE DISTRIBUTORS FOR THE U.S. 
CLASSIQUE FOODS DIV., 








FOR LUXURY DINING—LAND, SEA OR AIR, 
NO FINE MEAL IS COMPLETE WITHOUT 


GEORGES BRUCK 


Soie Gras | 


A Preferred Quality Product Since 1852 
M. H. GREENEBAUM INC., 


STRASBOURG (FRANCE) 


165 CHAMBERS ST., N.Y. C. @ Digby 9-4300 
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Flute dishes fast and fancy 
with masned potatoes 
made from Kraft instants. 





ecream: : Sauces 
oth, anc quickly, 

Kraft Su: er Instant 
hole Milk rystals. 





sprinkle of onions 
Kraft Instants) peaks 
this Chili Dog's flavor. 


to brighten your menu 





and lighten your labor 


2. Super Instant Dry Milk: 


‘Kraft Instant Potatoes 


Preparing mashed potatoes from 
Kraft’: Instants is fast and easy. 
Each batch is smooth, white, 
fluffy ..and stays that way on 


» the st-amtable. Taste? Just like 


fresh daho russets! Cost? About 
2.2¢ p r 3-oz. portion. 

It t kes little effort to fancy 
up ac'sh with a fluting of Kraft 
Instat. .s so you can get a fancier 
price or it. The 6-lb. can makes 
150 se vings. 


Kraft WHOLE Milk Crystals, and 
Kraft NONFAT Dry Milk Crystals 


Because Kraft’s new Dry Milk 
mixes faster, and tastes most like 
the fresh kind, you can use it for 
all your kitchen needs—at a sav- 
ing of from 40 to 70% over bulk 
milk. Choice of whole or nonfat! 

Both products are made by a 
special process . . . won't cake, 
lump or foam. Mix as needed. 
Saves refrigeration space. No 
worries about milk deliveries, 
running out, oversupply, or 
souring loss. Order from your 


3. Kraft Instant Onions 


Fry ’em, cook ’em ... smell ’em, 
taste ’em ... just like fresh! You 
get the flavor and texture of 
choice raw onions without the 
work or waste of peeling and 
slicing, and at 50% less cost. 

Available chopped or sliced, 1 
lb. Kraft Instant Onions equals 
8 lbs. of raw. Pour directly into 
soups, stews, gravies. For salads 
or burgers, soak briefly in water. 
They pan fry beautifully! 















































For two-fisted appetites, load a Kaiser | ||| 
with lettuce, sliced Swiss Cheese, ham a d 
sliced cheddar. Takes on all comers, fre n 
teens up. Serve with Kraft Mustard pack. 





CHEESE 
SANDWICHES 


add sales-zest to the menu 


When the photographer says “Cheese” he gets 

a smile. But on the menu, cheese signifies good- 

eating! It gets orders, as a Deep-South drive-in 

chain knows full well. On the menu in 31 

units, they offer burgers “lavished with melted 

cheese.” A 5-star attraction comes “loaded with 

cheese.” Take a tip from their success—“brag 

up” cheese sandwiches to your customers. 4 oe er 4 

You Save 3 Ways when you buy Kraft Ribbon oe a ae pte gm ture 
Slices—the finest sandwich-ready form of pas- os _ yr =& ie ing 
teurized process American cheese. (1) Quality ee . om i — 
is “tops,” (2) each slice is uniform, (3) portion- ~ nee Oa ate J ollie 
cost doesn’t vary. All these advantages without <> %, ae a inclu 
the expense and inevitable waste of on-premise “ss Re ae = | Nev: 
slicing . .. The 3-lb. loaf gives you 48 1-oz. slices he 
for sandwiches or 64 34-oz. cuts for burgers. PT 


Kraft’s Natural Swiss also comes sliced, with fresh 

ness and sweet-nut flavor preserved in an airtight pack 
To spawn sales, age. Properly aged under precise quality control fo: 
try this club sandwich on your menu. Salmon salad is successfully | perfect “eye formation."’ 8 slices per 1-lb. package. 
layered with Ribbon Slices and crisp leaves of lettuce. | 





—_—_— OO ee 








ad 
n 





IN THE NEWS 























Morton Reifer has been named open 
state manager for Schieffelin & Co. He 
formerly was north central regional 
sales manager in the Chicago office 
and is moving to the company head- 
quarters in New York. 


Bernard H. Saunders has been ap- 
pointed southeastern regional _ sales 
rianager with headquarters in Atlanta 
for Angelica Uniform Co. in St. Louis. 
The new headquarters, which opens 
August 1, will cover northwest from 


Florida to Ohio. 


Other changes at Angelica include 
the promotions of Fred Hanneman 
fom district sales manager to central 
regional sales manager (Mr. Saunders’ 
old post) and of Ted Roupas to north 
central regional sales manager. 


John Griff and Lincoln Bell have 
been appointed west coast manufac- 
turer’s representatives for Howe Fold- 
ing Furniture of New York. They will 
handle the firm’s institutional division 
line of folding tables, chairs, trucks and 
allied equipment. Mr. Griff’s territory 
includes southern California, southern 
Nevada and Arizona. Mr. Bell will 
cover northern California and northern 
Nevada. 


Sausage Recipe 


From Nabisco comes this recipe for 
sweet n’ sour sausage—one way to give 
an economy luncheon dish and exotic 
flavor. 


1 pound sausage meat 
13%2-ounce can pineapple tidbits, 
drained (reserve syrup) 

tomato, cut in wedges 

green pepper, cut in strips 
onion, sliced 

cup vinegar 

cup syrup from pineapple tidbits 
cup brown sugar 

teaspoons soy sauce 

tablespoons cornstarch 
tablespoons cold water 
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Form sausage meat into small balls. 
Brown them in a large skillet, draining 
off excess fat. Combine and _ lightly 
brown pineapple, tomato, green pepper 
and onion. Mix together vinegar, re- 
served pineapple syrup, brown sugar 
and soy sauce. Add to meat and vegeta- 
ble mixture, continue to cook until 
meat balls are done. Dissolve corn- 
starch in water, add to sauce. Cook 
until sauce thickens. Serve over 
Premium Saltine crackers or Ritz 
crackers. Makes 4 to 6 Servings: 
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Here’s How You Can 
Save Floor Cleaning Dollars 















with flexible, efficient 
GEERPRES Mopping Outfits 


Floor cleaning costs are one of the 
major maintenance expenses. Now, you 
can cut the biggest part of those costs 
— LABOR — with quality designed 
and constructed GEERPRES floor 
mopping equipment—wringers, buck- 
ets, chassis, mops. 

GEERPRES outfits clean faster, more 
uniformly, leave no messy pools or 
splashes. GEERPRES equipment gives 
longer service life, is easier for main- 
tenance people to use. 

Choose the outfit that fits your mop- 
ping needs exactly from the versatile 
GEERPRES line. Ask your jobber or 
write for catalog No. 958. 





WRINGER, INC. 


P.O. BOX 658, MUSKEGON, MICH. 








BOOTH’'S 


DISTILLED FROM 100% GRAIN NEUTRAL SPIRITS * 86 PROOF 
IMPORTED BY W.A.TAYLOR & CO.,N.Y., N.Y. ¢ 


“ You can tell 


HOUSE of LORDS GIN 


does so much more for a martini 


A Martini takes on a very special quality when made with Booth’s 
House of Lords gin. You can actually tell the difference in the dark. 


: the difference : 
. in the dark... ¢ 
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The Fine Art of Beverage Promotion 


Panel of Experts Gives Tips On Increasing Club Bar Salcs 


Promotional Devices 
Can Increase Sales 
By Rodman W. Moorhead, Jr. 


Vice President and Executive Director 
Advertising & Promotion 
Brown-Forman Distillers Corporation 

hen was the last time your club 
conducted a wine-tasting evening 
with experts explaining the qualities of 
each of the various types of fine wines? 

Does vour club feature a “Drink of 
the Week,” a different mixed drink for 
each season, particular holiday or other 
event? 

Do your waiters suggest an after- 
dinner liqueur—or better yet, wheel up 
a liqueur cart to the table and let the 
diners choose their own? 

Each of these simple promotional 
devices, and hundreds more, have prov- 
en extremely popular—and profitable— 
in many clubs throughout the nation. 
And perhaps more important, they are 
promotions that club members enjoy 
and appreciate. Wine tastings have 
proven popular; many people today are 
interested in fine wines and want to 
know more about them. What better 
way to learn than at a wine-tasting ses- 
sion? And after the session, when wine 


is featured on the dinner menus, sales 
invariably increase. 

The same is true of most other pro- 
motions—with liqueurs, with whiskies 
and mixed drinks. They are easy to set 
up and run and can prove most profit- 
able. Help in running them is available 
from most distillers and distributors. 

Making profitable use of promotional 
devices is quite easy for most club man- 
agers; however, one important factor 
always must be kept in mind. The 
member of a private club has a vested 
interest in that club; it usually repre- 
sents an investment by him of time and 
money. Honor that investment by serv- 
ing him only products of known and 
respected quality and prestige value. 
Feature well-known brands for him and 
his guests—brands that will make him 
proud of his club. It pays off with in- 
creased patronage in the long run. 


Quality is Key 
To Member Enjoyment 
By James D. Callaghan 


Advertising and Sales Promotion Manager 
Stitzel-Weller Distillery 


| eee membership clubs, with their 
discriminating clientele, offer the 


@ Promoting drinks to sophisticated and cosmopolitan club members 
can be tricky business—but it also can be a profitable one. Clubs 
which have tried promotion (with a velvet glove!) have watched 
beverage sales shoot up, profits zoom. 

This month CLUB MANAGEMENT went to leading beverage execu- 
tives to get their ideas on how clubs can increase their drink business. 
Here, the panel of experts gives a number of ideas—any one of which 


should boost your business! 


Maybe you won’t want to use all of them in your club. Perhaps you 
know your members will like some, dislike others. But somewhere 
among the many ideas is one which you can use to increase your 


bar business appreciably. 
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best possibilities today of serving qu«'- 
itv liquor in tasteful suroundings. Ai 
clubs can capitalize on their membeis’ 
good taste by mixing a good drink and 
serving it correctly. 

Many clubs have found that they 
can add substantially to their beverage 
sales by making drinks available any - 
where in the club. 

For example, most members regard 
their club as their second home. What 
is more natural, then, than to serve 
vour members drinks in the lounge, 
where they gather in informal groups 
before going to dinner? A drink or two 
there before dinner is just as natural 
as one in their living room at home. 

Special events offer another oppor- 
tunity to boost the beverage business. 
At the time of any of the major horse 
racing events such as the Belmont 
Stakes, Preakness or Kentucky Derby, 
a mint julep promotion might be in 
order, and when the club puts on 
“special nights”, special drinks can be 
used to tie in with the motif. 

It has been proved that even when 
one or two drinks are given away free 
at affairs such as these special nights, 
the club picks up added profits be- 
cause members stay longer, order more 
drinks on their own. 

But wherever drinks are served in 
the club, and whatever type of drinks 
are promoted, the accent should be on 
quality. Remember that members are 
used to having the best in their own 
homes and they expect it when they © 
to their second home—their club. 


Champagne Prompts 
Beverage Increase 


By Russell B. Douglas 


Vice President 
The Taylor Wine Company, 
Incorporated 


oe storms on special-event nig! ‘s 
usually spell social disaster |r 


























Winton Smith 


cli managers. Last winter in St. Louis, 
hovever, the worried frown of Man- 
ag r Paul Lampe turned to a smile as 
0. club members trudged through 
ep snows to enjoy “Champagne 
Ni-ht” at Norwood Country Club. 

he event was not just a temporary 
social triumph; it was a giant step 
forward for member-interest in wine 
enjoyment and the club’s sales of wines 
and champagnes. 

The idea came from the active mind 
of our State Sales Manager Paul Curtin, 
and reached full growth through the 
imaginative efforts of Mr. Lampe and 
his staff at Norwood. 

Mr. Lampe built the event around 
a champagne dinner and dance. A 
choice of champagne or sparkling 
burgundy was included in the dinner 
price—a half bottle for a couple; a full 
bottle for a foursome. 

To keep the evening of dancing as 
effervescent as possible, Mr. Lampe 
printed special champagne wine lists. 
Colorful posters called members’ atten- 
tion to the enjoyment of champagne. 
A bubbling champagne glass, two feet 
tall, with a display of wines added a 
festive note at the entrance to the din- 
ing room, and the bar also was deco- 
rated on a bubbly theme. 

As door prizes were awarded— 
champagne, of course—the orchestra 
played “The Champagne Waltz.” 

The response was so good a new 
club record for champagne sales was 
set that night, and since then, accord- 
ing to Mr. Lampe, sales have continued 
to grow. “Champagne Night” was the 
stimulus,, he said, but the club’s pricing 
policy of marking up wines and cham- 
pugnes approximately 100 per cent is 
one of the major reasons for the con- 
tinued increase in sales. 

This is the sort of idea, decorated 
appropriately with grape clusters, wine 
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displays and other colorful props, that 
can place a club on the road to suc- 
cessful wine service for its members. 


Good Bartender Means 
Good Bar Business 


By Jack Musick 
Vice President and Assistant 
General Sales Manager 
Hiram Walker, Incorporated 


n promoting beverages at any club, 

I would say that the most impor- 
tant two requisites are: (1) employing 
good bartenders and (2) _ serving 
brands that members readily can iden- 
tify by name and taste. 

Let us examine the first, the bar- 
tender. He is the man who draws 
people to the bar or keeps them away. 
A good bartender soon learns the mem- 
bers by name and calls them by name. 
It’s flattering, especially if the member 
is entertaining a guest. The good bar- 
tender will find ways of building trade 
such as keeping a birthday file of 
members and serving them a special 
birthday drink. He will keep score 
cards of seasonal sports events; he will 
send a greeting card to each new 
member if you let him. He will create 
special drinks that you can introduce 
to guests; he will have one or two 
special hors d'oeuvres that members 
will request along with their drinks. 
He may even have a “gimmick” or two 
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that will draw a big following. Such 
is a bartender in Los Angeles who 
passes out cards on which appear this 
jingle: “When the Dodgers get extra 
base hits, that’s when you drink for 
two bits. When they slam one all the 
way, that’s when you drink without 
pay.” 

A good club bar can very well sup- 
port a ticker tape. It is a definite asset 
because nearly all club members own 
stock and are interested in the latest 
quotations. Getting them to the club 
bar will sell many extra drinks. 

A good bartender soon learns his 
customers drink preferences and knows 
that they become suspicious of any 
label they cannot identify immediately. 
Most club members buy most of their 
whiskey by brand label for use in their 
home. You tread on thin ice when you 
ask them to change this habit at the 
club. 

In summation, improving your bar 
business can be simple: Get a good 
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bartender, give him encouragement and 
let him serve well-known brands mem- 
bers like and can identify. 


Profits Lie in Drinks, 
Not in Water 


By Charles C. Davis, Jr. 
Director of Marketing 
Miller Brewing Company 
ER once in a while, someone comes 
up with an idea that makes every- 
one else wonder, “Why didn’t I think 
of that?” 

One of our Southern distributors 
came up with such an idea. It is this 
one: Don’t automatically serve a glass 
of water to a member. Instead solicit a 
drink order. Naturally, if the member 
declines a drink, then water is in order. 

The reasoning is simple: A thirsty 
customer may drink the water im- 
mediately, then not feel the need for 
another beverage. Or, seeing the water 
there, he may feel that it would be 
sufficient. 

At any rate this idea works. Managers 
and tavern owners who have adopted 
the suggestion have happily reported in- 
creases in bar sales up to 30 per cent. 

Though beer is a standard beverage 
complement at mealtime, the idea 
naturally is applicable to any type of 
beverage. Whatever type it is, it cer- 
tainly is more profitable than water. 


Unusual Theme 
For Liquor, Food, Fun 
By Winton E. Smith 


Vice President and Sales Director 
Jack Daniel Distillery 

Tennessee Night at your club can 

mean fun for your members and 
extra profit for you. Start it with a 
“You-All Come” invitation to a “Ten- 
nessee Sippin’ Bee”. Decorate the tables 
with “Sippin’ Lamps” and feature Ten- 
nessee whisky and branch water for the 
“five o'clock on” crowd. 

Make the invitation gay and informal 
—one that will bring members in 
checked shirts and gay cotton skirts, 
ready for a good time. 

For dinner vou could feature a buffet 
of baked Tennessee ham with hot 
biscuits and hot spoon bread, platters 
of cold Southern fried chicken and a 
hot casserole of a real Southern favorite 
(squash or asparagus souffle, baked 
lima beans, baked eggplant, or succo- 
tash). For dessert, serve Tipsy Cake or 
Elk River Egg Nog Cake (we'll send 
you the recipes). 

For entertainment, have square 
dancing with a good caller if your club 
crowd takes to square dancing. Other- 
wise feature a group of four to eight 
members who would like to dance a set 
while others watch. For the big event of 
the evening you could hold a Tennessee 
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Waltz contest with first, second, and 
third prizes by popular acclaim (using 
the tune of Tennessee Waltz.) 

Let the whole idea be fun. It’s sure 
to be a success, fun-wise and financial- 
wise. 


Cordials Offer 
Good Profit Margin 


By Andre Leroux 
President 
Leroux & Company, Incorporated 

W e all have observed that the gen- 

eral trend in most country clubs 
is toward an accentuation of the casual 
type of living. Cordials—or “liqueurs,” 
if you prefer the term, fit this trend 
nicely, as many a club manager finds 
who features them as colorful, appeal- 
ing desserts. 

Cordials lend themselves admirably 
to the relaxing after-dinner mood that 
members appreciate so much. Their 
role in contributing to tranquil moments 
after a hearty meal is well established. 
Served straight or on the rocks, and 
sipped slowly, they provide a perfect 
climax to dinner. 

Incidentally, few bar items offer clubs 
such a generous margin of profit, so 
there is a very practical reason for in- 
cluding cordials in menus. Creme de 
menthe is popular; so are blackberry- 
and ginger-flavored brandies. And there 
are numerous cordials with exotic 
flavors and fascinating histories that 
make genuine “conversation pieces.” 
They can be included on menu cards, 
right with the desserts. Signs and table 
tents also can be used to promote the 
pleasures of cordials. The bar man can 
“talk them up”; waiters can recom- 
mend them. 

It will pay to offer the finest cordials 
that can be purchased from either a 
domestic or a foreign source. It is just 
as important to serve cordials of fine 
quality as to serve meats of high 
grade. As with other staples, the more 
a club puts into its cordial service, the 
more it profits. 


Emphasize Drinks 
Appropriate to Season 
By I. M. Bomba 


Vice President 
Wine and Spirit Import Division 
Schieffelin & Company 
pe clubs, it seems to me, have 
above average opportunity to pro- 
mote the sale and consumption of 
wines, liquors, and cordials. 

First, clubs have an integrated mem- 
bership with confidence in the manage- 
ment’s selection of wine, liquors, cor- 
dials and other beverages, as well as 
food. 

Secondly, the various months and 
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seasons lend themselves beautifully to 
accenting various drinks with certain 
social events. 

For example, rum drinks are suited 
ideally to summer, and both Jamaican 
and Puerto Rican rums are more in 
vogue than ever because of the tre- 
mendous increase in American tourism 
to these islands. August could become 
either Planter’s Punch or Daiquiri 
Month. 

Suggestions on the menu always hel). 
Playing the proper music lends a further 
Caribbean atmosphere. Having a fe:- 
tured singer or a whole group, unless 
it is too large, do one or two numbers 
—a Spanish (Puerto Rico) or Calypso 
(Jamaica) song—also adds emphasis. 
Similarly, the winter months lend 
themselves to suggestions of the warmth 
of France in the form of cognac with 
coffee. 

An excellent way to spark up one 
of the seasonal dances is to have a 
Highland Fling night, a “natural” for 
promoting Scotch whisky. 

Any time a member makes an out- 
standing achievement, either on the 
golf course in the form of a hole-in-one 
or in his business or community life, a 
French champagne toast is appropriate. 

In short, I believe, that giving logical, 
enjoyable reasons for drinking a certain 
wine or beverage is generally all the 
excuse needed to make it sell with 
club members. This will add to sales 
of certain wines and spirits the year 
round. 


Timing, Extras 
Can Boost Sales 


By Samuel P. Haldenstcin 
National Hotel and Club Manager 
Park & Tilford Distillers Company 


here are five frequently mentioned 

factors that shape the backbone of 
a successful private club’s beverage 
sales. They are cited so often I simply 
am going to list them: (1) Display 
wine bottles, preferably in wine bas- 
kets, on a table at the dining room 
entrance. (2) Select brands and pour- 
ing spirits from reputable distillers and 
importers. (3) List beverages with 
prices per drink, and wines per bottle, 
on a beverage card or on back of menu. 
(4) Hire able bartenders. (5) Have 
adequate accounting control. 

In more detail, I want to touch on 
some promotional features which c.n 
be used to good advantage in a clu». 

I am chairman of the bar subcor- 
mittee at a private country ciub 1 
Westchester County, N. Y. We hae 
found that coordination between cor- 
mittees, opportune timing and the gocd 


planning of our club manager are te 
(Continued on page 55) 
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Stag Beer Festival 


These lederhosen-clad gents, the Washington Athletic Club's sextet, 
roamed from room to room at the club's Bavarian beer festival, 
lending to the Old World atmosphere. This was one of a host of 
entertainment events featured. 


FE" the second consecutive year, an 
authentic Bavarian Beer festival 
brought better than 750 (Seattle) 
Washington Athletic Club men and 
their guests into the club one evening 
in mid-April. And a large percentage 
was made up of members who norm- 
ally do not attend stag parties. 

The invasion of men started at 5 
p.m. on the club’s main floor where 
everyone picked up a_ buffet ticket, 
lapel card and favor. Tickets were 50 
cents apiece or five dollars in books of 
ten and covered the cost of prizes. The 
favors were a wide variety of Tyrolean 
hats decorated with colorful little feath- 
er sprays. One half of the lapel card 
was signed and later served as a chance 
on a door prize. 

At least a part of the success of the 
event could be attributed to the pre- 
party display of prizes in the club 
lobby and the two mailing pieces sent 
out to stimulate interest in the stag. 

First sight to greet guests on the 
main floor as they entered the club 
was a huge, red, old-time beer wagon 
16 feet long, eight feet wide and weigh- 
ing over 2000 pounds. It was found 
stored in one of the breweries. After a 
complete over-hauling it was brought 
to the club and into_publicity for the 
Bavarian stag. The wagon was an “at- 


tention-getter,” since it also was on dis- 
play in the lobby for some time prior to 
the event. 

Everyone jumped aboard the beer 
wagon and before anyone could mur- 
mur “Scotch and water,” the beer was 
flowing and the gala evening began. 

Huge beer steins, frothing with fake 
foam, stood at the entrances to the fes- 
tively decorated hofbrau. The hofbrau 
was centrally located, complete with 
kegs of beer ready for tapping. Mem- 
bers drank from individual frosted beer 
steins. Taking a statistical look at the 
results, they consumed over twenty- 
three and a half barrels of beer. 

Red-and-white-checkered tablecloths 
added to the atmosphere. Jovial WAC 
men and their guests gathered in groups, 
leaning across tables to talk or join in 
the singing. Lederhosen-clad gents, bet- 
ter known as the WAC glee club sex- 
tet, wandered from room to room ser- 
enading. The club gymnasium had been 
transformed into a Bavarian beer gar- 
den. 

“Years’ Greatest Entertainment Spec- 
tacular” was the selling slogan. And 
the slogan held true, as it actually was 
the year’s largest gathering of enter- 
tainers at a single event. “Steve’s Gay 
90’s Restaurant” in Tacoma, Washing- 
ton, furnished can-can girls, piano play- 
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Attracts 
Younger 
Members 


ers, banjo routines, singers and two 
bands. From the German Club of 
Seattle came a band (with wives) gaily 
attired in Bavarian costumes. Christine 
Roffler of Vancouver, B. C., Canada, 
sang and accompanied herself on the 
accordian, and a young woman did tap 
impersonations. 

This entertainment, just as the sextet, 
traveled from floor to floor so all the 
men would have an opportunity to see 
and enjoy it. 

German hors d’oeuvres were served 
before a buffet dinner that was hearty 
enough to satisfy a hungry mountain 
climber. Plates set before the men in- 
cluded sliced, smoked Salzburger sau- 
sage, Lebernocker (liver dumplings) 
sliced tomatoes, cole slaw Koenigsberg, 
Bavarian pigs feet, braised Bavarian 
steaks, sliced beef tenderloin Strogan- 
off, glazed Kahlenberg ham, Stuttgart 
spareribs. Along the dessert line the 
choice included apple strudel, doboss- 
chnitten cake, and Macaoneutortchere. 
Despite the names, members enjoyed 
“taking a chance, surviving and going 
back for more.” During dinner the en- 
tertainment continued on a_ center 
stage. 

Thirty prizes ranging from a beauti- 
ful 16-foot Bell-Boy Bonanza Boat 


(Continued on page 34) 
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On to the Denver Conference 
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By Laurice T. “Bud” Hall, 
Manager 

Pinehurst Country Club 
Denver, Colorado 


ee arrived from all over the 
state of Ohio last month to fete 
Lil Mac and Red, the burro, with the 
largest attendance in years. They're on 
their way to the CMAA conference in 
Denver’s Hilton Hotel, January 25-29. 
Lil Mac’s routing brought him off the 
Ohio State Turnpike at interchange 
#12 onto Northfield Road. At Broad- 
way and Harvard Avenue they were 
met by the Chief of Police and a mo- 
torcycle escort of 12. As the little 
group moved down Broadway and On- 
tario Streets, crowds of people lined 
the streets to view Lil Mac and a real 
live Rocky Mountain Canary. When 
they reached the public square, the 
mayor was on hand to present Li'l Mac 
with a key to the city. 

Leaving the square, the motorcade 
moved up Euclid Avenue to 1118, the 
home of the Cleveland Athletic Club. 
Jack Kozar, University Club, and Bob 
Dorion, Scioto Country Club, both got a 
swift kick from Red when thev tried 
to push him on the elevator. After a 
little persuading, Red finally was en- 
ticed, and they both retired to rest up 
for the evening’s activities. 

Before dinner that evening, Ed Vet- 
ter of the Portage Country Club, Akron, 
challenged Li'l Mac to a game of pool. 
As we understand it, Ed had to borrow 
money to get home. 

Red got lost on his way to the pri- 
vate dining room and strolled through 
the men’s grill causing considerable un- 
rest among the Republicans gathered. 





ac Visits Cleveland 


Clem Young was being accused of 
starting a Democratic rally. 

During the cocktail hour, Roy Leon- 
ard, Cuvier Press Club, went for a short 
ride on Red. It seems that only Li] 
Mac is welcome aboard and Roy was 
dumped amid the potted plants. 

Dinner for Red included Hay a la 
mode but Clem Young wouldn’t be 
outdone—he did it Flambe’. Mr. Young, 
president of the Cleveland Chapter, in- 
troduced the guest speaker for the eve- 
ning, Lil Mac. Lil Mac gave a brief 
recount of his 30 days travel from 
Pittsburgh. 

Lil Mac was most appreciative of 
the courtesies extended to him and Red 
on their trip and was pleased at the 
enthusiasm evinced for the 1961 con- 
ference in Denver. He then read the 


letter from Horace Duncan, general 
chairman of the 1961 conference, as 
follows: 


Dear Lil Mac: 

We sincerely hope you have had a 
pleasant trip to Cleveland and that your 
recruitment of chapter delegates for 
the conference in Denver has been suc- 
cessful. 

Plans for our Denver conference are 
progressing nicely with all committees 
hard at work. The delegates will have 
an outstanding program to look for- 
ward to and we are confident it will be 
long remembered. We anticipate an at- 
tendance in excess of 1000, making it 
the biggest yet. 

The city of Denver itself is an out- 
standing place to visit and the many 
fascinating side trips around the state 
will, I’m sure, be of interest to all man- 
agers and their wives around the coun- 
try. 

Colorado, the Centennial State, has 
entered its second century of growth 
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and development during 1960 with th: 
emphasis on “newness’—new  builc- 
ings, new cities, new industries, ne\ 
people, and new fun. 

After unparalleled growth during th» 
“Fabulous Fifties,” the nation’s highest 
state celebrated its first 100 years dur- 
ing 1959. And the state’s leaders con- 
fidently predicted, with the opening ot 
1960, that last year’s “Rush to the Rock- 
ies” Centennial celebration would open 
the way for an even greater “Rush to 
the Rockies” in years to come. 

The Colorado-bound traveler will 
find a state far removed from the un- 
charted wilderness which was the goal 
of the “Pikes Peak or Bust” pioneers of 
the last century. 

It still is a vast, sky-high land of 
magnificent purple mountains and end- 
less rolling plains, which flower gold- 
en when the goldenrod blossoms, and 
tumbling blue mountain streams_ in 
which the trout abound as never before 
and emerald green mountain meadows 
where the grass grows as high as a 
man’s shoulders. ; 

But it also is sparkling new, con- 
verted by the arts and sciences of man 
into a fresh and vibrant giant of com- 
merce, industry, and recreation. 

Where once the miner panned his 
gold from bubbling streams, great 
cities have arisen. Where the prospec- 
tor lashed his burro along precarious 
winding mountain trails, transconti- 
nental highways carry an ever-increas- 
ing stream of shiny automobiles on 
broad, paved surfaces of safety and 
comfort. 

Verdant fields raise a thousand proc- 
ucts for the dinner tables of the nation 
where, not so many years ago, tl 
mighty hunters of the plains slaug! - 
tered buffalo and the blue-clad men «f 
the cavalry forced the vanishing ren:- 
nants of a race of red men into su':- 
mission. 

Where winter's velvet fist once 
brought terrors to the mountain pi:- 
neering miners, a nation on slats now 
seeks fun and relaxation in the snov- 
powdered Rockies, and man-made ed:- 


(Continued on page 24) 
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By A. R. Albert, Manager 
Oakwood Club 
Cleveland, Ohio 


|" my opinion, the beverage opera- 
tion of a club is one of the less 
difficult departments to control simply 
because it lends itself to a_ precise 
mathematical calculation from which 
there is no possible escape, and from 
which there can be but only one an- 
swer. Unless there are some hidden ir- 
regularities, indicating clearly that some 
leaks need stopping, there can be no 
other results, no possible subterfuge. 
Beverage control is a simple matter of 
calculation and measurements. It em- 
braces the sale valuation of the various 
beverages intended for sale, divided, 
measured and blended according to the 
standards adopted by management. It 
is measuring the quantity used against 
the quantity remaining in the unsold 
inventory. If this unsold quantity (in- 
ventory) is not there in its correct 
amount, then the manager must deter- 
mine where and why it has vanished, 
and who is at fault. 

Purchasing is not too complicated be- 
cause the prices of liquors are very 
much the same in all areas, although 
there is a small difference between 
merchandise available at competitive 
prices in open states and in monopoly 
States. 

Many books have been written by 
experts about the successful operation 
aid control of the beverage depart- 


A Cost Approach 





To Beverage Promotion 


ment. However, in their volumes very 
few accountants encourage manage- 
ment to exert every effort to educate 
and improve the efficiency of the bar- 
tender, and to improve the general at- 
titude of service employes. Moreover, 
few have attempted to suggest that 
management promote beverage sales on 
an intelligent basis, and keep from 
pricing drinks too high. These impor- 
tant factors are often given second con- 
sideration, when, in the operation of a 
club, they are of paramount impor- 
tance. 

Prices of beverages cannot be 
the same in all clubs because of club 
policv. Measurement of a drink makes 
quite a difference, too. One could not 
expect one club to charge 75 cents 
for one ounce of liquor and another 
club to charge the same for an ounce 
and a half. 

There are several factors that must 
be taken into consideration when pric- 
ing drinks: wealth of membership, 
service standards, locale, type of club, 
etc. However, some effort should be 
made by a cost-minded club manager 
to cultivate beverage sales rather than 
discourage them. 

In my opinion every effort should 
be made to encourage members to 
patronize their club by giving them 
consideration relative to liquor prices 
when they plan to entertain groups of 
friends, or they will avoid their club 
and may choose to entertain in their 
homes, or in other establishments where 
they receive this consideration. I’m 
speaking of bottle price rather than 
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prices per drink. Members are familiar 
with the cost of liquor sold in a retail 
store or a state liquor store, and you 
cannot fool them. When prices of bever- 
ages are out of proportion, the aver- 
age club member, no matter what his 
ability to pay, will resent being over- 
charged and will confine his entertain- 
ing to his home, reducing the beverage 
sales of the club. 

Courteous service, efficiency in the 
preparation of mixed drinks, ete., and 
reasonable prices can do a great deal 
to prompt the average member to 
patronize his club, and remain a sat- 
isfied customer and member. 

Another method of increasing bever- 
age sales is through the promotion of 
wine—and here I can't refrain from 
warning club managers that over-pric- 
ing a bottle of wine is the same as ad- 
vertising to your members, “Please do 
not order wines. We have purposely 
priced them too high so you won't 
order them.” Why not put forth as 
much effort to sell a bottle of wine as 
you do to sell a bottle of beer? You are 
licensed to sell both, and wine sales can 
add greatly to the revenue of a club. 

In conclusion, remember to give 
your members the opportunity to enjoy 
the hospitality of your club by making 
drinks available at reasonable prices. 
Train your employes properly so the 
member is recognized and_ receives 
proper service. This will encourage at- 
tendance at your club, which will be 
reflected not only in your beverage 
department, but also the vital food de- 
partment. @ @ 
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Increase Wine Profits Through Control 
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prea with wines toward the 
goal of increasing sales in the 
club is fascinating as it involves so 
many factors. Here is a combination 
of history and geography with promo- 
tion, the aesthetics of display and the 
exposition of salesmanship, plus the 
involvement of all the senses: taste and 
smell, sight and touch .. and hearing 
—the rustle of ice in the bucket, the 
gentle plunk of a cork being with- 
drawn from a jolly burgundy bottle or 
the sharp report of the champagne 
cork launching an evening of merri- 
ment, the splash of limpid liquid in 
a generous glass, even the smacking 
of lips after a pleasant draught. 


All this is fun. But for the manager 
the greatest pleasure comes from ring- 


20 



















FORM 1 


ing the cash register, especially when 
every third or fourth ring is all profit, 
as it is when wine is properly handled, 
promoted, controlled, sold and served. 

To realize the maximum from the 
sale of wine, certain techniques of con- 
trol are called for, just as they are for 
the realization of maximum income 
from the dining room or the cigar 
counter. 


In Purchasing 


The use of a written purchase order, 
even if ordering by phone, plays an es- 
sential part in control. Properly used, 
it prevents: (1) Acceptance of item not 
ordered. (2) Acceptance of more than 
the proper amount. (3) Receiving less 
than the necessary amount in delivery 
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By Henry O. Barbour, Manager 
The Houston Club 


(especially important in cases of special 
parties or events.) (4) Acceptance of 
wrong size. (5) Acceptance of substi- 
tutes at the same or a different price. 

Form 1 illustrates a purchase order 
designed specifically for wines. It has 
special columns for producer and vin- 
tage years, bin code number and num- 
ber in a case. Other columns and 
blanks make it possible to use it for a 
receiving slip as well. It is prepared in 
six copies (shades of Uncle Sam!) with 
distribution as shown. Two copies for 
the vendor enable the salesman or dis- 
trict representative to retain a copy in 
addition to the one used by the whole- 
saler or retailer. The receiving clerk re- 
ceives a copy to be used in place of the 
receiving sheet. 

In the event the club is small and 
all beverages are received by the per- 
son responsible for the wine and liquor 
storeroom (let’s call him the cellarman, 
even if he should be the head _bar- 
tender, the steward, or someone from 
accounting), he would retain two cop- 
ies, one to be used for receiving pur- 
poses and the other for his control file, 
used to figure costs, etc. 

In addition to the accounting office 
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“We chose Libbey...to make guests feel at home’ 


says Mr. Roland A. Mumford, President, Meyer Hotels 


In the new Robert Meyer Hotel in 
Jacksonville, Florida, every effort is 
made to make guests feel at home . . . for 
fullest enjoyment of their vacations or 
stopovers. 


That’s why, here again, the glassware 
service is Libbey’s. It lends an air of 


LIBBEY SAFEDGE GLASSWARE 
AN @ PRODUCT 














quality and beauty to table and bar. 
The Robert Meyer’s matching stem- 
ware and tumblers were selected from 
a wide variety of Libbey patterns. The 
hotel’s distinctive crest adds a special 
touch to each glass. 
Libbey glassware is durable, too. . . 
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guaranteed by Libbey’s famous guaran- 
tee: “A new glass if the rim of a Libbey 
‘Safedge’ glass ever chips.” 


Specify Libbey for your next order. 
See your nearby Libbey Supply Dealer 
now, or write to Libbey Glass, Division 
of Owens-Illinois, Toledo 1, Ohio. 


Owens-ILuINoIs 


GENERAL OFFICES « TOLEDO 1, OHIO 
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“Why does this Progressive Winery 


Riddle Each Bottle 


of Taylor NEW YORK STATE a 


“Riddling,” says Mr. Taylor, “is a laborious hand process 
of working the sediment formed by fermentation into 
the neck of the bottle, for later disgorging. Each bottle is 
placed neck down into a riddling rack, then, 

day after day, week after week, skilled hands give it a 
gentle lift and turn. Slowly but inevitably all the 
sediment settles into the neck of the bottle, from which 
it can then be removed in a frozen plug. 

“Yes, sediment could be quickly removed by filtering 

in bulk, as it is in many brands of champagnes, 

but we believe our slow and costly process pays off in the 
lively sparkle and delightful taste people look for in 

our Taylor New York State Champagne.” 
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Clarence W. Taylor, Vice President in Charge of 
Production at the Taylor Winery, answers 
a question often asked by visitors: 











THE 


TAYLOR WINE COMPANY, | 


INC. 


VINEYARDS AND 
HAMMONDSPORT, 


WINERY, 
NEW YORK 
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copy, the person doing the buying 
should retain one copy and file it with 
other purchase orders, catalogues, in- 
formation booklets and miscellanea of 
the particular firm for future reference. 
Prices should be entered as net fig- 
ures including all taxes, after discounts. 
On line two you will note a “special 
deal”—11 cases for the price of ten. The 
total cost for the lot is $140, but the 
cost price per case is now $12.727 or 
$12.73. The net figures are important 
for storeroom control, but the gross 
prices should be used in figuring selling 
prices unless there are standing, year- 
round discounts that are always in ef- 
fe-t, regardless of amount purchased 
or time of year. Even then in pricing 
you might prefer to disregard discounts, 
as long as this does not affect the 
competitiveness of your selling prices. 


Code Numbers 


You note that code (or bin) num- 
bers are assigned at time of purchase. 
Fiture 2 illustrates a revised system 
of numbering the wines. This calls for 
pr planning to some extent in assigning 
bins and roughly determining the num- 
ber of wines the club is going to stock, 
but this code system has these ad- 
vantages: easier to associate number 
with name; easier to fill order (same 
kinds are in adjoining bins); easier to 
suggest wines; easier to find storage 
place; easier for server to plan service 
methods (as he goes for bottle); easier 
for guest to order; easier for employe 
to order; reduces accounting time; 
makes change in vintage years auto- 
matically apparent; letter plus number 
allows any number of additions in the 
same section. 


In Receiving 

Suitable receiving procedures must 
be followed for assurance that mer- 
chandise has been received in good 
condition before any transfer of funds. 
As the person drawing the check rarely 
receives the merchandise, information 
concerning its receipt must be com- 
municated to the accounting office. 
Also, some sort of document must be 
retained for a year or two as _ proof 
that so many bottles actually were re- 
ceived by a certain club employe, to 
support the issuance of a check. 

Although a rubber stamp on an in- 
voice, initialed by someone, would ful- 
fill these requirements, the information 
on an invoice is not always complete, 
nor are any two invoices identical in 
arrangement. So many operations make 
use of daily receiving sheets, to which 
the information that appears on the in- 
voice is transferred, in columnar form, 
and the omissions supplied. 

There is never enough volume to 
justify a sheet for wine alone. This 





- FIGURE 2 


SUGGESTED CODE NUMBERS 
Type Categories 


A. Chablis 

White Burgundy 

White Loire Valley 

White Bordeaux 

Misc. White French-Rhone, 
Arbois, Alsace 

Moselle 

Rhine 

White Italian and Hungarian 

White Spanish, Portuguese, 
Chilean & American Varie- 
tals 

popes and Loire Roses 

Bordeaux, Rhone, Province 
and Misc. French Roses 

Italian, Spanish, Portuguese 
& Chilean Roses 

. Red Burgundy 
Red Beaujolais & Loire 
Red Bordeaux 
Misc. Red French-Rhone, etc. 
Red Italian 
Red Spanish, Portuxuese, 

Chilean & American Varie- 


. 


rom myo 


PONOZE Fr we 


Fruit & Berry Wines 

Bottles, Waters and Unfer- 
mented Grape Juice 

Area Producer Categories 

(Numbers) 


tal 
S. Champagne and_ Sparklin 
White siete 
T. Sparkling Rose 
U. Sparkling Red Wine 
V. Ports, Maderias, Marsalas 
W. Sherries 
X. Vermouths 
Y. 
ye 


unproductive clerical work can be 
eliminated completely by the use of a 
properly designed purchase order, such 
as Form 1, even if copies never leave 
the club. If beer and whiskey are pur- 
chased at the same time, those orders 
should be entered on separate pur- 
chase orders. 

The receiver indicates the date, in- 
voice number and the bill of lading 
number (if the items are not delivered 
by the seller’s truck). Also he makes 
note of the number of cases or bottles 
of each received. 


Standard Weights 

Many large operations have de- 
veloped charts of standard weights for 
cases of liquor, milk, eggs, etc., to in- 
sure getting full value without open- 
ing the cases and to speed up handling 
in receiving. For example, when ten 
cases of the same kind of bourbon are 
placed on the scales, the weight on the 
receiving slip-purchase order (Toledo 
Print-Weight scales) and the weight of 
the bourbon compared with the 
amount designated on the standard 
weight chart should all correspond. If a 
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In each category numbers can then be 
assigned to sub-areas by groups, and 
then within each sub-area 2 producer 
and vintage: 
O. Red Bordeaux 
0-1 to 5 are New York State Clarets 
0106 is a Chateau Margaux *47 


Bottle Sizes (Numbers) 


A hyphen and a number then indicate 
bottle sizes: 
-1 indicates pony bottle (6-7 ounces) 
-2 indicates half bottle (11-13 
ounces) 
-3 indicates full bottle (23-26 ounces) 
-4 indicates magnum (48-52 ounces) 
-5 indicates Marie Louise (72-78 
ounces) 
-6 indicates double magnum (96-104 
ounces) 
or a Burgundian Jeroboam 
-7 indicates Tappit Hen or Bordeaux 
Jeroboam (126-132 ounces) 
-8 indicates Rehoboam (148-156 


ounces) 
-9 indicates Methuselah (204-210 
ounces) 
Thus: 
Al-2 indicates a half bottle of Great 


Western New York State 
Chablis. 

G22-3 indicates a full bottle of 
Christian Bros. Calif. Johan- 
nisberg Riesling. 

G42-4 indicates a magnum of Lieb- 
fraumilch, Hans Christof wine 
1957. 

0109-6 indicates a double magnum of 

Chateau Margaux 1953. 


bottle is missing or broken, it shows 
up immediately as a shortage of one 
and one-half pounds. 

This system is not recommended for 
receiving wines, due to small volume 
and variety of packing. Foreign wines, 
especially, may come once in straw 
hoods in wooden cases and the next 
time in wooden cradles in wooden 
cases. 

It is unwise to open wine or liquor 
cases in the receiving area, as bottles 
of this type have a strange way of 
“evaporating”, especially when full, so 
the cases should be examined visually 
for obvious damage. Those that show 
evidence of having been damaged or 
opened should be checked. Any short- 
age or damage discovered should be 
noted on the delivery slip, invoice and 
receiving slip-purchase order. 


Shortages 

In shortages of a case or more or non- 
delivery of an item, the receiver auto- 
matically should make out a set of pur- 
chase orders for these items and see that 
they are distributed before the end of 
the business day. Not only does this 
put the purveyor on notice, it also in- 
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forms the purchase order writer so that 
if the club needs this item for a special 
party he can take steps to substitute— 
or to “light a fire” under the purveyor. 

All full, unopened cases should be 
signed “Hidden Damage or Shortage 
Excepted.” This protects the club in 
cases of cracked or broken bottles that 
at first glance appear sound, only to 
fall apart in the cellarman’s hands. 

If possible, all receiving (not only 
of bottle goods) should be done at the 
back entrance to the club by the same 
person. It is unwise to permit delivery 
men access to storerooms and refriger- 
ators—especially those containing liquor 
and wine which come in “handy-carry- 
home _ packs!”—even though it saves 
work for the club employes. After- 
ward the person receiving should place 
bottle goods in a locked closet or cage 
until the cellarman can transfer it to 
the proper storage place. 


Checking the Receiving Slip 
The receiving slip-purchase order is 
attached to the invoice and sent to the 
accounting office at the end of the 
day. There it is checked for: 

(1) Proper purchase authoriza- 
ion? 

(2) Proper bin number assigned? 

(3) Prices compared with prior 
purchases. Does the inventory 
cost figure need changing? 
Does the selling price need 

iD changing? Why has price in- 
creased (if it has)? 

(4) Overstocking. Is this order too 
big? Have orders for this 
wine picked up greatly re- 
cently? If so, why? 

(5) Arithmetic accuracy. Was 
breakage subtracted? Exten- 
sions? Footings? 

(6) Has the cellarman discovered 
any hidden damage yet? 

The accounting office then enters it in 
the purchase journal or on the inven- 
tory card. @ 


Denver Conference 
(Continued from page 18) 

fices of comfort now cater to every 
creature taste where once the pioneer’s 
bed was the rocky ground and his roof 
the clear star-speckled sky. 

This is Colorado, as it comes of age. 

In closing, we have received word 
from Ed Renegar, president of the 
Detroit Chapter, who informs us that 
they are planning a reception for you 
at John Brennan’s Birmingham Coun- 
try Club. Ed also informs us that he 
and Charlie Bartell of the Detroit Boat 
Club are planning a trip up the De- 
troit River on one of their member's 
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yachts. They’ve had a special pair of 
sneakers made for Red so he won’t mar 
the boat deck. 

We've also received an official invi- 
tation from Gerald Marlett, convention 
transportation chairman of the Greater 


Good luck and enjoy yourself on your 
journey to Detroit. Also, please be care- 
ful getting Red back down the ele- 
vator. We want our managers around 
so they can attend the conference. 

Dates again, January 25-29, 1961, 





at the new Denver Hilton. “For Edu- 
cation and Fun, It’s Denver in 61.” 
Sincerely, 
Horace Duncan 
General Chairman 


1961 Denver Conferer ce 


Chicago Club Managers, for you to at- 
tend their annual Corned Beef and 
Cabbage Party at John Jones’ River 
Forest Golf Club, in Elmhurst. We 
will forward this to Ed Renegar in De- 
troit for your arrival there. 





Club Holds 50th Anniversary 





v4 Wis ; 4 “ } oe e. = es ae a i Se 
At left is F. Carter Williams, president of the Carolina Country Club, standing with 
Manager Reginald P. Scott at the club's golden anniversary party. Mr. Scott, who re- 
ceived most of his training in England, came to the United States in 1947 and has been 
general manager of Carolina Country Club for more than seven years. The club has spent 
a quarter of a million dollars during the past two years on improvements and additions to 
the clubhouse. 





Members of the Carolina Country Club, Raleigh, N. C., are shown here enjoying one o: the 
hors d'oeuvres tables which were part of the club's 50th anniversary party held early this 
summer. More than 1000 attended the affair including the presidents of seven country <lubs 
in the area and Phil D. Gold, the only surviving charter member of the club. There also 
were I2 past presidents of the club in attendance. Included around the club were six 12-foot 
bars, plus a champagne bar and three large food tables. On the menu besides the usual 
items were snails, bees, and ants to give an exotic touch. 
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New way to increase your banquet, wedding 


and private party business 


... with a little showmanship and specially-shaped 


HOWE folding tables. 


To make your banquet, wedding and other 
private party facilities easier to sell, do this: 

Next time you talk to prospects, show 
them something exciting. Something they 
won’t see everywhere. Do this and your 
selling job is half done ! 

Exciting party facilities are easier to ar- 
range than you may think. All you need 
are: (1) A competent kitchen. (Surely you 
have that already). (2) Tables set-up to 
form unusual shapes and patterns. (This 
last is easily achieved with specially-shaped 
HOWE folding tables.) 

Arrange HOWE crescents in an open oval 
buffet. Set them up serpentine style. Combine 


HOWE CRESCENT 


HOWE quarter-rounds and your present 
oblong tables in an interesting U-shape. Or 
use HOWE half-rounds to form a closed oval, 


HOWE QUARTER-ROUND 


Covered with snow-white linen gleam- 
ing silver, a few decorations, and your 





HOWE HALF-ROUND 


kitchen’s succulent output, any one of the 
dozen set-ups possible with specially-shaped 
HOWE folding tables forms a scene to open 
prospects’ eyes—and their pocket books, 
too. 

Despite their versatility, however, spe- 
cially-shaped HOWE folding tables are not 
one bit less sturdy than other HOWE fold- 
ing tables. Like HOWE oblongs with square 
or pedestal legs, rounds, card-utility and 
small tables, specially-shaped HOWE units 
have the same “strength where it counts” 
features, Here are just a few of them: 


1 Park Ave., New York 16, N. Y. 


ments that can help increase my business, 


Please send me literature showing specially-shaped HOWE folding table arranges 


1. Riveted and welded, high-grade 
carbon steel angle iron chassis. Unusu- 
ally strong, this chassis is built to withstand 
the strains of repeated folding, unfolding, 
twisting and similar hard usage. 


2. Welded tubular steel legs 142” 
square. These are individually locked and 
corner-braced. Brace ends are riveted to 
the table’s steel legs at one end, the steel 
chassis at the other. Legs are positioned for 
maximum table stability. Smooth glider 
leg caps protect carpeting and flooring. 


3. One-piece solid plywood tops of 5” 
Douglas Fir prevent seam breakage. 
Channel aluminum molding. (Weaker 
frame tops are never used). 


4. Strong, HowE specially-shaped tables 
support up to 2,000 lbs. 


<< FREE LITERATURE—CLIP COUPON NOW! --3- 3-3-3" 
Howe Folding Furniture, Inc., Dept. CM-80 H 
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Name Title 

Institution 

Address. 

City Zone__State. 
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Walter J. Satterthwait, Jr., writes 
that he is now manager of the Com- 
merce Club of Atlanta, having resigned 
from the Quinnipiack Club, New Ha- 





‘ AY : 
Walter J. Satterthwait 


ven, Conn., where he had been mana- 
ger since 1954. 

Mr. Satterthwait attended the school 
of hotel administration, Cornell Uni- 
versity, Ithaca, N. Y., is a member of 
the Cornell Society of Hotelmen, and 
of the CMAA. He is a past president 
of the Connecticut Club Managers As- 
sociation. 


kkk 


Edward J. Drew has been appointed 
manager of the Quinnipiack Club, New 
Haven, Conn., succeeding Walter J. 
Satterthwait, Jr., who resigned to ac- 
cept another position. 

Mr. Drew has been active in the 
hotel business for the past five years 
serving as manager of the Nathan Hale 
Hotel, Willimantic, Conn. 

He has been active in numerous 
Willimantic civic organizations serving 
as campaign manager for the Com- 
munity Chest, and serving on the 
YMCA board of directors. 

A native of Bridgeport, Mr. Drew 
worked in the Algonquin Club while 
attending high school. He is married 
and has four children. 


xk * 


E. J. Huff is the new manager of 
Prairie Dunes Country Club, Hutchin- 
son, Kan., having assumed his new 
duties July 1. 
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Allen B. Chapman has been ap- 
pointed manager of the Coosa Country 
Club, Rome, Ga., succeeding Merrill 
Ewing, Jr., who resigned. 

Mr. Chapman for the past four years 
was manager of Meadowbrook Country 
Club, Atlanta, and previous to that had 
experience in hotel work and the food 
service industry. 

A native of Atlanta, Mr. Chapman 
attended Georgia Tech, is married and 
has two children. 


xk 


Clark W. Upp, formerly manager of 
the Clearwater (Fla.) Country Club and 
for the past six years with the U. S. 
Navy, reports that he has been ap- 
pointed secretary-manager of the 
Country Club of Orlando, Fla. 

kkk 


William R. Reich, who spent the past 
winter in Florida at the Mayfair Manor 
Hotel and the Huntington of Delray 
Beach, writes that he has accepted the 
position of executive manager of the 
prominent Beach Club, Greenwich, 
Conn. He plans to return to Florida 
again in October. 


xk * 












Edward S. Welch 


Edward S. Welch assumed manag« 
ment of the Columbia University Club. 
New York, July 5. For the past four 
years Mr. Welch has been general man- 
ager of the Apawamis Club, Rye, N. Y.. 
with summer facilities at the Apawamis 
Beach Club at Milton Point in the same 
city. 

His club positions prior to that were 
at five Pacific island installations of the 
Headquarters, 13th Air Force, and as 
manager of the Princeton Club of New 
York from 1936 until the outbreak of 
World War II. Mr. Welch is a member 
of Metropolitan Chapter of CMAA, the 
Princeton Club and the University 
Club. He and his wife, Louise, have 
two sons: Edward S., Jr., 14, and Thad- 
deus S. II, 10. ; 

kkk 


Edward G. Michaels is shown at his desk in the swank new World Trade Club, San Francisco, 
which he has managed since his appointment in January, going to his new club from the 
Press and Union League Club, San Francisco. At the right is a view of the specially designed 
chandeliers and furniture, the rich walnut panelling lining the walls, and the deep blue ceiling 
reflected in the blue weaving through the carpeting of the lounge. Opened on April 20, the 
club is dedicated to the proposition that foreign commerce is the key to international peace. 
Members are drawn from the ranks of business and professional men who have a direct or 
indirect interest in trade between nations. Located in the World Trade Center, the club 
already caters to overflow crowds at lunch and steadily increasing crowds at dinner, all of 
whom dine overlooking the panorama of San Francisco Bay. 


Sr 
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exton knows where the finest MNS 


Quality doesn’t just happen... and the juicy, plump, 
tender vegetables which bear the Sexton label didn’t 
come to us by chance. Our buyers locate the finest 


crops wherever they grow, from Maine to California, 


You can count on Sexton to find the most flavorful 


vegetables for you... to process them perfectly and Quality Foods 


seal in their field-fresh flavor ... and to deliver them 
JOHN SEXTON & CO. 


promptly on your order. At Sexton, quality is a 
Serving the volume feeding market since 1883 


tradition carefully built through generations of serv- 


“ee 


ing the volume food market. 
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James O. Carey, former manager of 
the E] Rio Country Club, Tucson, Ariz., 
has been appointed resident manager 
of the Villa Hotel, San Mateo, Calif., 
and joins another former club manager, 
Maynard Strahl, general manager of the 
hotel and formerly manager of the Wil- 
shire Country Club, Los Angeles. 

Mr. Carey formerly managed The 
Family Club and the St. Francis Yacht 
Club, San Francisco, and got his start 
in club business at Greenbriar Hills 
Country Club, St. Louis. He also held 
executive positions with Statler hotels 
in St. Louis. 


kkk 


Ernest G. Friez, Jr., has been ap- 
pointed manager of the St. Francis 
Yacht Club, San Francisco, and comes 
to the club profession from the hotel 
field where he was affiliated with the 
Harbor View Hotel, Edgartown, Mass., 
and the Royal Palms Inn, Phoenix, and 
last managed the Oaks Hotel, Ojai, 
Calif. 

Mr. Friez is a graduate of Dart- 
mouth College and served in the Navy 
during World War II. 

xk*k* 


The Big Eddy Club, Columbus, Ga., 
formed a number of years ago for 
private dining and entertaining, has 
announced expansion plans. 

The old clubhouse is being complete- 
ly remodeled, and with the develop- 
ment of the surrounding Green Island 
Hills into a residential area, plans are 
now under way to build a Green Island 
Club with facilities for swimming, a 
picnic area, boating and tennis. In ad- 
dition, members will be offered golf- 
ing privileges at a new championship 
course that is being built nearby. 


Hal C. Lauritsen, whose appointment as manager of the Bird Key Yacht Club, Sarasota, 
Fla., was announced in the June issue, is shown receiving a silver tray at a farewell party 
given in his honor at the Pennington Club, Passaic, N. J., in May. From left are: Paul L. Troast, 
second president of the Pennington Club; Mrs. Lauritsen; Mr. Lauritsen; Ellsworth Doremus, 
president; and Albert F. Metz, past president. Mr. Lauritsen had been manager of the 


club since its organization in 1945. 
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Howard E. Montgomery has _ ac- 
cepted the position as manager of the 
El] Caballero Country Club, Tarzana, 
Calif., and assumed his new duties on 
May 26. He was formerly manager of 
the Pasadena Athletic Club and Annan- 
dale Golf Club, Pasadena. 

Mr. Montgomery writes that El 
Caballero is only four years old, but 
that the course is shaping up as one 
of the finest in Southern California. 
On April 1 ground breaking ceremonies 
were held for a new wing which will 
add approximately 16,000 square feet 
to the clubhouse and will house a 
dining room, men’s grill, private dining 
room, bar, ladies’ lounge, kitchen and 
storage facilities. Cost of the project 
will be in excess of $500,000. 
kkk 


Oak Hill Country Club, Fitchburg, 
Mass., is now managed by Arthur A. 
Lambert, who writes that it is a season- 
al operation and will close at the end 
of October after having opened the 
middle of May. 


xk 


The Titusville (Pa.) Country Club 
on May 1 appointed Clyde A. Burrows, 
Jr., as manager. A graduate of Titusville 
High School, he received a BS degree 
from Edinboro College. He is married 
and has two children. 


xk * 


Mr. and Mrs. Homer Nelson are the 
new managers of the Bloomington 
(Ind.) Country Club, succeeding Mr. 
and Mrs. James Bosler, who resigned. 

Mr. Nelson has served as manager 
of the club at intervals while attending 
Indiana University. 
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Waymon Armstrong 


Waymon Armstrong has been ap- 
pointed manager of the Bay City 
(Tex.) Country Club. Mr. Armstrong 
formerly was associated with the Hous- 
ton Yacht Club, La Porte, Tex., and 
the Lakewood Yacht Club, Seabrook, 
Tex. 

kkk 


Miss Dixie David has assumed the 
duties of manager of the Houston 
Tennis Club, having previously been 
associated with the Corpus Christi 
(Tex.) Town Club. 

Miss David reports that her new club 
is small and friendly and has a mem- 
bership of 200. Facilities include tennis 
courts, large swimming pool, snack bar, 
picnic grounds with playground for 
children, a clubhouse with spacious 
ballroom, a TV room for children, two 
dining rooms anda large cocktail 
lounge. 


xk * 


New manager of the Cherry Valley 
Club, Garden City, N. Y., is Manuel 
Carrillo, who has spent his entire busi- 
ness career in club work. 

He was manager of the Garden City 
Country Club for the past four years, 
having been assistant manager for six 
years prior to that, and had been with 
the club for a total of 17 years. 


xk * 


Mrs. Harry V. O'Hagan writes thut 
her husband has been confined for the 
past three years because of illness and 
would enjoy hearing from friends. 

Mr. O’Hagan for many years 
managed clubs in the Midwest ard 
South, and his last club connection ws 
that of manager of the Lake Wao 
(Tex.) Country Club. Previously he hzd 
managed clubs in Florida, Indiana ard 
Illinois. 

His present address is 664 Clai- 
borne Ave., Jackson 9, Miss. 
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Chairman of the House Committee Alan G. 
Bennie and Manager Harry Langdon, Lotos 
Club, New York City, admire the new plaque 
recently installed at their club by the New 
York Community Trust in its "Landmarks of 
New York" program. 


xkk* 


A. E. “Lon” Martin, manager of 
Congressional Country Club, Washing- 
ton, D. C., has sent us a clever little 
booklet containing club rules for Con- 
gressional junior and teen-age mem- 
bers prepared by the club’s junior coun- 
cil of youth activities and illustrated by 
Vicki Reed, daughter of Mr. and Mrs. 
Otis Reed, club members. 

The booklet, titled “Good Rules to 
Follow,” contains all rules that apply to 
the younger members and each rule is 


illustrated with a clever cartoon or 


drawing. 


R. D. Parker has accepted the posi- 
tion of manager of Tam J’Shanter 
Country Club, Chicago, succeeding 
Swan Swanson. 


xk 


The Iola (Kan.) Country Club has 
appointed Mr. and Mrs. Charles Avery 
managers to succeed Mr. and Mrs. 
William Houston, who resigned. 

Mr. Avery will be in charge of the 
course and pro shop; Mrs. Avery is an 
experienced caterer and will handle 
the food operation. 


xk 


Meadowbrook Country Club, near 
Raleigh, N. C., has received a charter 
and will soon become a member of the 
rapidly growing club family. Plans, re- 
leased by J. J. Sansom, Jr., chairman 
of the board, call for a clubhouse, golf 
course, swimming pool, tennis courts, 
a lake, and parking areas. 


xk * 


Highlands Country Club, San An- 
tonio, is another new club now under 
construction, with a new swimming 
pool already in operation. 

Jack S. Buchanan, organizer of the 





THONET INDUSTRIES INC. 
One Park Ave., New York 16, N.Y. 


SHOWROOMS: New York, 
Chicago, Detroit, Los Angeles, 
San Francisco, Dallas, Miaml, 
Atlanta, Statesville, N. C., 


Paris, France. 





THONET 


SINCE 1830 MAKERS OF FURNITURE FOR PUBLIC USE 
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new club, is maintaining offices at 127 











Kilarney, San Antonio. 





Hal B. Serkowich 


Hal B. Serkowich is the new manager 
of the Cuyamaca Club, San Diego’s 
oldest businessmen’s club. 

Mr. Serkowich for the past four 
years had been assistant to the general 
manager of the Kona Kai Club, San 
Diego, and was also on the staff of the 
U. S. Grant Hotel for eivht years. 

He is an active member of several 
civic and business organizations, and 
the CMAA. 
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E Haig & Haig, Blended Scots Whisky, 86.8 Proof; King William IV, Blended Scotch Whisky, 86.8 Proof; Cointreau Liqueur, 80 Proof: 
Remy Martin Cognac, 80 Proof; St. Remy Brandy, 80 Proof; Medley Bros., Kentucky Straight Bourbon Whiskey, 100 Proof; 
Five Brothers, Kentucky Straight Bourbon Whiskey, 86 Proof; Gordon’s Gin, 90 Proof, and Gordon’s Vodka, 80 Proof, 100% Neutral 

Spirits Distilled from Grain. RENFIELD IMPORTERS, LTD., NEW YORK. 
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now chill packed in 5 gallon jars 





Sections 


FROM KRAFT 








You'll never need to peel again! Because Kraft now brings you ready-to-serve sections 
with all the flavorful tang and fresh taste of nature’s finest fruit. Here’s portion and 
cost control at a saving to you of time and money! ; 


Only choice fruit from Florida’s high-ridge groves enters Kraft’s modern citrus 
plant in Lakeland. Pineapple is field-ripened, diced and blast-chilled. Fast, 
careful handling assures prime quality. 





By hand, skilled women speedily peel and section select fruit. Be- 
cause it’s tree-ripened and picked daily the fruit segments are as 
firm, juicy and full-flavored as fine citrus can be. 








fhe mi e # "os Within 45 minutes of peeling, the plump, delicious segments have 
| «marr, «rast! «rarer «rart \\ been placed in 14-gal. jars, vacuum sealed, and quick cooled to 30°. 
| QRANGE GraptrRy PINtAPPL «= FRUIT 


satan’ Insulated trucks rush jars to Kraft warehouses . . . and to you! 
“ Refrigerate (40 to 45°) on delivery ... use right from the jars! 


KRAFT FOODS, 500 PESHTIGO CT., CHICAGO 90, ILL. DIVISION OF NATIONAL DAIRY PRODUCTS CORP. 
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KRAFT PINEAPPLE CHUNKS KRAFT FRUIT SALAD KRAFT GRAPEFRUIT SECT.ON 
Sita tlh eihacthe 7 een (Approx. 1/5 pineapple, 2/5 orange, 2/5 
age chunks per 1/2-gal. jar : - 
grapefruit, plus maraschino halves) 





(Average 98 segments per 1/2-gal. ,ar) 




















‘RAFT ORANGE SECTIONS 


verage 157 segments per 1/2-gal. jar) 
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John W. Ney writes that he has 
resigned as manager of the Country 
Club of Petersburg, Va., and plans to 
spend some time with his wife, Ada, 
vacationing in the north woods, fishing 
and relaxing. He has not announced 
future plans. 


xk * 


John Brennan, vice president of the 
CMAA and manager of Birmingham 
(Mich.) Country Club, writes that he 
has just purchased a new Steamcraft 
Steamer and Food Warmer from the 
Cleveland Range Company, a new 
advertiser in Club Management. Have 
you made any purchases from CM 


advertisers recently? We'd like to know 
about them if you have. 


xk 


Granville Hollenbeck has resigned as 
general manager of the Surf Club, 
Surfside, Fla., to become manager of 
the Lakewood Country Club, Dallas. 
Mr. Hollenbeck reports that Lakewood 
is in the process of building a new 
half-million dollar clubhouse. 


xk 


Rex Calvert-Link, formerly manager 
of Blythefield Country Club, Belmont, 
Mich., has been appointed manager of 


the Toledo (Ohio) Yacht Club. Mr. 


THE SLOAN 


SHOWER HEAD 


never clogs, 
never drips 


—because it’s 
Automatically 


Self-Cleaning! 





% 





Women appre- 
ciate Acf-O- / 
Matic’s con- 
trolied spray 
_ pattern which 
directs water to 
the body without 
wetting the hair 


eG dom. 





Act-O-Matic thumb- 
screw control throt- 
tles water flow 
. | My, while soaping up— 

zo permits more show- 

er enclosure free- 


but a water-saving 
device 


* 4 
Wide spray pat- 
ferns waste. 
water on curtain | 
and walls. The | 
Act-O-Matic puts 
all the water on | 
you—where. 
you want it! 


Nota shut-off 








For SHEER BATHING ENJOYMENT, 
for dependable, trouble-free operation, 
there’s never been a shower head like 
the Sloan Act-O-Matic. When water is 
turned on, the Act-O-Matic delivers a 
controlled cone-within-cone spray that 
never varies in direction or distribu- 
tion. When water is shut off, patented 
automatic action flushes the shower 
head instantly and completely, dis- 


charging sand and other water-borne 
particles that clog other shower heads. 
There’s nothing to turn, nothing to 
adjust before draining ...and never 
any annoying after-shower drip... 
drip... drip. You’ll be pleased with 
how the Act-O-Matic cuts water bills 
and fuel bills, too. Installation requires 
no special tools. 

Your local plumber can supply it. 


The Act-O-Matic is manufactured by the 
makers of world-famous Sloan Flush Valves 


SLOAN VALVE COMPANY * 4300 W. LAKE STREET * CHICAGO 24, ILL. 


Calvert-Link took over his duties June 
a7. 


kkk 


Mrs. Thelma Johnson, wife of the 
late Ralph Johnson who was managei 
of the Electric Club, Chicago, died 
May 10 after a long illness. Mr. John- 
son had been active in local and nation- 
al CMAA events for many years pre- 
ceding his death several years ago. 


xK* 


Michel F. Pierret has been named 
assistant manager, Grosse Pointe Yacht 
Club, Grosse Pointe Shores, Mich.. 
where Fred Gebstadt is manager. 

Mr. Pierret, who was born in France 
and associated with two Paris restaur- 
ants, came to the United States in 1955. 
The past four years he has been maitre 
hotel at the Cat Cay (Bahamas) Club, 
in charge of the dining room, bars and 


kitchen. 
kkk 


Jules Cates, former manager of the 
Petroleum Club of Shreveport, La., has 
accepted the position of manager of the 
Rosswood Country Club, Pine Bluff, 
Ark. 

kkk 


Howard Miller has been named man- 
ager of the Owensboro (Ky.) Country 
Club. Mr. Miller had been manager of 
the Columbus (Ind.) Elks Club for the 
past eight years and, before that was 
at the Rushville (Ind.) Elks Club for 
four years. 


xk 


J. P. Tonetti, manager of the New 
Haven Country Club, Hamden, Conn.. 
and food management consultant, has 
been elected president of the Con- 
necticut Brancli of Executive Stewards’ 
and Caterers’ Association. 


Stag Beer Festival 
(Continued from page 17) 

with 35HP motor to 50 half cases oi 
beer were on display in the WAC lobb 
for a month before the stag. 

Among other items shown were a: 
8 HP boat motor, standard and portabl:: 
television sets, tape recorders, Polaroi« 
camera and kit, barbecue, patio tablc. 

With a 22-man committee, the full 
cooperation of the United States Brew 
ers Foundation, Inc., and three locai 
breweries planning the details, the fun- 
festival was considered the club’s most 
successful stag in years. It was quite 
“feather in the cap” to get so many o! 
the younger members to attend. 
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Be known as bar that serves the best of everything. 
Customers know and appreciate the difference. It pays. 


it leaves you breathless @ 


® 


THE GREATEST NAME IN VODKA 


£0 AND 100 PROOF: DISTILLED FROM GRAIN. STE. PIERRE SMIRNOFF FLS. (DIV. OF HEUBLEIN), HARTFORD, CONN. 
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CLUB MANAGERS ASSOCIATION 





Officers: 


President 
KENNETH MEISNEST, Washington Athletic 
Club, Seattle. 


Vice President 
JOHN T. BRENNAN, Birmingham Country 
Club, Birmingham, Mich. 


Secretary-Treasurer 


JOHN BENNETT, 
Francisco. 


Commercial Club, San 


Executive Secretary 
EDWARD LYON, 1028 Connecticut 
N. W., Washington 6, D. C. 


Ave., 


Directors 


RICHARD E. DALEY, 
Club, Arlington, Va. 


ROBERT DORION, Scioto Country Club, Co- 
lumbus, Ohio. 


CHARLES E. ERRINGTON, The Beach Club, 
Santa Monica, Calif. 
ROBERT GUYNN, Decatur Club, Decatur, IIl. 


FREDERIC H. HOLLISTER, Golf 
Club, Hartsdale, N. Y. 


DANIEL M. LAYMAN, Union League of Phil- 
adelphia. 
JOHN OUTLAND, Dallas Country Club. 


CHARLES J. VIVIANO, 
Club, Pittsburgh. 


ROBERT E. YOXALL, Country Club of Coral 
Gables, Fla. 


Army Navy Country 


Scarsdale 


Shannopin Country 


Regional Directors 

Jorgen Andersen, Pioneer Club, Lake Charles, 
La. 

Fred C. Andrews, Minneapolis A.C. 

George L. Backus, Jr., Brook T. & 
C.C., Racine, Wis. 

Lynn Bauter, Beaver Valley C.C., Beaver Falls, 
a. 

Robert M. Bernnard, Spokane C.C., Wash. 

R. Ruel Dorrough, Pine Forest C. C., Houston. 

Edwin T. Driscoll, Mission Hills C.C., Kansas 
City, Mo. 

Harry E. Forsythe, Oak Hill C.C., 
Va. 

Laurice T. Hall, Pinehurst C.C., Denver. 

Robert D. Halpin, Club, 

N. J. 

William J. 
Scottsdale, Ariz. 

Henry L. Huber, 
ville, N. Y. 

Fred A. Irvin, Peninsula G. & C.C., San Ma- 
teo, Calif. 

Lynn W. Markham, 
homa City. 

Edwin G. 
Hawaii. 

Frank B. O’Connell, San Diego Club. 

Col. Frank N. Ovens, Royal Canadian Y. C., 
Toronto, Ontario, Canada. 

A. Kenneth Painton, Union Club, Boston. 

Hans W. Rawe, Columbus A.C., Ohio. 

James E. Rushin, Montgomery C.C., Ala. 

H. B. Sarver, Cherokee T. & C.C., Atlanta. 

Thomas J. Spillane, Missouri A.C., St. Louis. 

W. L. Stewart, Alta Club, Salt Lake City. 

Frank J. Thomas, Saucon Valley C.C., Bethle- 
hem, Pa. 

L. William Wagner, Rec Run G.C., Royal Oak, 


ich. 


Meadow 


Richmond, 


Hamilton Paterson, 


Hodges, Paradise Valley C.C., 


Westwood C.C., Williams- 


Petroleum Club, Okla- 


McKellar, Oahu C.C., Honolulu, 
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OF AMERICA 





Vol. XVI 


To You, A Member of CMAA: 


AUGUST, 1960 


The CMAA was organized in 1927 as a national organiza 
tion of club managers. The intention today is the same as i 
was 33 years ago—to promote and increase the interest o: 


its members in the m 


anagement of their club. The manage 


who does not take part in his professional organization is lost 
for today in order to move ahead, he must have contact wit! 


his fellow men. 


With the assistance of Co-Chairman Charles J. Viviano, ai 
appeal has been made to the chapter presidents to increas: 


Robert Guynn 


membership in CMAA. Although 1960 will show an increas: 
in members, we feel that there are a larger number of club 


managers who do not know about CMAA, and there is an 
ever increasing need to reach more managers and interest them in our organiza- 
tion. In fact 75 per cent of our chapters do not have 100 per cent national 


members. 


The organization of CMAA is moving ahead with great strides. The annual 
conference, seminar and summer workshop are of tremendous importance to 
the attending member. For the national members the advantages are many. With 
our national offices in Washington, D. C., a member may seek help in manage- 
ment problems through legal counsel, manuals, reprint services, newsletters, 
CLuB MANAGEMENT and insurance programs and placement service. 

You as a national member are aware of all the advantages of our organiza- 
tion and do use them, but the chapter member who is not a member of the 


national cannot use this service. 


May I suggest that you check your local chapter and see that all your mem- 
bers who are not members of national are aware of the services available to 
members. Also if you would look into the suburban areas in your locality where 
many new clubs are being built today, possibly the manager is a new man 
and would welcome an invitation to your chapter meeting. 

The field of assistant club managers has great possibility as-an area for pros- 
pective members, and to date we have few. In all probability they will be the 
managers of tomorrow, so we should see that they take full advantage of our 
organization and carry on the work in our problems of today. 

As chairman of your membership committee my contacts are limited in 
securing new members; therefore, I am depending on you to put our member- 
ship over the 2000 mark in the near future. 


ROBERT GUYNN, SR., CHAIRMAN 
Membership Committee 


Fred Crawford 
Award Competition Open 


By Robert M. Dorion, Chairman 


Editorial Advisory Committee 


At the 1961 CMAA conference to be 
held in Denver, January 25 to 29, for 
the first time some member of CMAA 
will be the recipient of the beautiful, 
new perpetual silver trophy known as 
the Fred Crawford Memorial Award. 
It will be inscribed with the name of 
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the winner and his club for the yevr 
1960. 

Members who attended the Pitt 
burgh conference this January will 1 - 
call its beauty, when it was presente:! 
for safe keeping to the national Assoc - 
ation by Ohio Valley Chapter until the 





























Custom 
Designed 


Club Ties 





We invite you to join the fast- 
growing roster of Clubs that 
have adopted Harvale Club 
Ties. 

The two styles illustrated 
feature Club emblems, insig- 
nia, and colors, woven with 
meticulous detail on luxurious 
pure dye silk repp fabric. 

These are ties of superior 
quality in excellent taste that 
members are proud to wear 
as distinctive symbols of Club 
affiliation. 

We will be glad to send you 
complete information regard- 
ing a tie for your Club. If pos- 
sible, please include a copy of 
your emblem or insigne and 
your colors. 


G.S. HARVALE & CO. 


Custom Tie Makers to 
Men’s Clubs and Societies 


100 FIFTH AVENUE 
NEW YORK 11, N.Y. NN 
St. Francis Yacht Club Chevy Chase N 
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time of the award. 

Senior members of CMAA readily 
acknowledge the fitness of providing 
this trophy in tribute to an illustrious 
departed member. 

Fred Crawford was a leader among 
men in our profession. A man of in- 
itiative and imagination, a tower of 
strength and purpose, an unconquer- 
able fighter for the principles in which 
he believed yet sensitive to the rights 
of others, he was a source of counsel 
and assistance to those seeking advice 

. a man of great personal charm and 
warmth. 





Fred Crawford was the only national 
president to have been elected for three 
successive terms. He also was a na- 
tional director of CMAA for eight 
years and was one of the founders and 
first president of the Ohio Valley 
Chapter. The stamp of his influence on 
the profession will long be felt. 

As announced at the national con- 
ference this January, the Fred Craw- 
ford Memorial Trophy will be awarded 
to the member of CMAA (it could be 
YOU) whose written article on the 
subject “A Club Manager's Respunsi- 
bilities”, excels over those received in 
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RABURN 


MODEL 4000 


% 


SAVE 75% WEIGHT! 
Why lug a 10-lb. weight when 
Cupsaver weighs only 35 oz.? 


SAVE 


Why not get 216 cups in your 
Lowerator® instead of 128? 


BS € 


SAVE %3 COST! 
Why pay $12.00 for a dish- 
washing rack when you can 
get the new Cupsaver for 
only $7.95!* ® 


saver 


Pot. Appl'd. For 


rac 


FOR WASHING 


UNBREAKABLE 
HEAT PROOF 
SANITARY 
QUIET 
ATTRACTIVE 


NOW light weight, space-saving, nesting plastic racks for 
washing cups in dish machines and for stacking in Lowerator® 


self-leveling dispensers. 


Cupsaver is kind to your cups—cups don’t touch each other and 
the rim glaze contacts only scratch-proof plastic. Fits 20” dish 
machines, all 20” self-leveling dispensers, all cups. 


SEE YOUR DEALER 
*West Coast $8.95 


RABURN PRODUCTS, 


INC. 350N. Clark St., Chicago 10 


Manufacturers of the Companion Cupsaver & Glassaver Trays 


competition not later than September 
30 this year. The article will appear 
later in CLuB MANAGEMENT. 

Will YOU be the one of the many 
whom we hope and expect to partici- 
pate in this contest? 

If you are planning to submit an 
article, remember that time has a habit 
of running away. Start now and subk- 
mit your written article soon. 

For your convenience, rules and regu- 
lations governing the contest may be 
found on page 70 in the March, 1960. 
issue of CLuB MANAGEMENT. @ @ 





Arizona 


George E. Harrington, Arizona Coun- 
try Club, Phoenix, was elected presi- 
dent of the chapter at the annual meet- 
ing held May 23 at the Albuquerque 
(N. M.) Country Club. 

Other officers elected were Robert 
Midtbon, Albuquerque Country Club, 
vice president, and Richard P. Maynes, 
Tucson Country Club, secretary. 

There were 24 managers and wives 
in attendance at this first meeting ever 
held by the chapter in New Mexico. 
About 1500 air miles were flown by 
the entire group to make the meeting. 

Mr. Midtbon was host for the enter- 
taining and educational program. After 
an excellent luncheon at our host club, 
members listened to a fine after-dinner 
speech. As part of the visit we toured 
clubs in the Albuquerque area. 


Evergreen 
Reported by J. F. McCarthy 


Ray Koch won permanent possession 
of the trophy in the men’s division at 
the chapter’s annual golf tournament 
and meeting held June 13 in Vancouver, 
B. C., Canada. 

Other winners in the men’s division 
were: Bud Goode, 2nd low net; Mr. 
Koch, long drive; John McCarthy, 
closest to pin; and Myles Ellissen, Fre: 
Heine, Al Flett, Carl Sander and 
Charles Cuffey, super events. Winne’s 
in the women’s division were: Donia 
Goode, low net; Martha Koch, low 
gross; Marj Cuffey, long drive; and 
Frances Hollister, Alma Meisnest and 
Henrietta Durbin, glamorous even‘s. 
Some members came a day early and 
enjoyed the facilities and dinner at 
Shaughnessy Heights Golf Club with 
Mr. Heine as host. 

Mr. Ellissen arranged and hosted tiie 
tournament at Capilano Golf and Coun- 
try Club. A social hour was held at 
the University Club with Douglas 
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“No more traffic jams to irritate our customers... just 
quick, smooth service ever since we installed Duke counters 


in our two cafeterias.” 


Duke can turn your food serving problems into profits, too, 
with advance-design cafeteria counters in sizes to meet your 
exact needs. All-welded, all-steel construction gives you 
years of efficient, economical service with a minimum of 


maintenance. 


For full information on Duke’s complete line of food service 
equipment see your nearby Duke dealer, and mail the coupon 


today. 


pioneers 
new ideas in 
food service 
equipment 


THURMADUKE WATERLESS 
FOOD WARMERS AND 
PORTABLE FOOD WARMERS 


SERVICE TABLES 
CAFETERIA COUNTERS 
is AEROHOT 
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Duke Dealer: Beadle of Arizona, Phoenix, Ariz. 


~ 
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Chit aad Wad Zo; DUKE Manufacturing Co., Dept. 120 


“ 2305 N. Broadway, St. Louis 6, Mo. 


Please send me information on the items checked: 

[] Thurmaduke Waterless Food Warmers and Portable Food Warmers [] Cafeteria Counters 
C) Service Tables (] Low-cost Aerohot Food Warmers and Tables 
We serve............meals per day. 

We're interested in Duke Food Service Equipment [] for immediate plans [1] for the future 
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IN GOLF... 
EXPERIENCE 

IS THE GREAT 
TEACHER 


IN SCOTCH... 


TEACHER'S 
IS THE GREAT 
EXPERIENCE 
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WILLIE GOGGIN 
Teacher's Trophy Winner 
1959 





DICK METZ 
Teacher's Trophy Winner 
1960 


PETE BURKE 
Teacher's Trophy Winner 
1956 


The Teacher's Trophy 
held by the winner of the PGA 
Seniors’ Championship 


TEACHER’S 
HIGHLAND CREAM 
BLENDED SCOTCH WHISKY/86 PROOF 

SCHIEFFELIN & CO., N. Y., N.Y. 






* 
as 










At the annual meeting for election of officers of Mid-America Chapter held at Indian Hil's 
Country Club, Kansas City, Mo., were from left to right: Berry Haug, host for the meetinc; 
Richard Akeroyd, Leawood Country Club; Edward Valentine, Blue Hills Country Club; Miss 
Dorothea Buschmann, Kansas City Country Club, newly elected president; Harvey Brown, 
Meadowbrook Country Club, re-elected secretary-treasurer; Robert W. Ward, Richards-Gebavr 
Air Force Base; John K. Uren, University Club; Robert Benish, Oakwood Country Club; Robe:t 
Richie, Shawnee Country Club, Topeka, Kan.; Robert Thompson, Carriage Club; Ray Carr, S. 


Dickie as manager-host, with dinner 
afterward at the Vancouver Club. 

At the meeting Mr. McCarthy called 
attention to the workshop scheduled 
September 26-28 at Reed College in 
Portland, Ore. 


Mid-America 
Reported by Berry Haug 

Miss Dorothea Buschmann, Kansas 
City (Mo.) Country Club, was elected 
president at the May 23 meeting of the 
chapter held at Indian Hills Country 
Club, Kansas City, Mo. Miss Busch- 
mann is the first woman to have been 
elected president of the chapter. 

Other officers who will serve with 
Miss Buschmann are Charles Fatino, 
Milburn Golf and Country Club, Over- 
land Park, Kan., vice president, and 
Harvey D. Brown, Meadowbrook Coun- 
try Club, Kansas City, Mo., secretary- 
treasurer (re-elected). 


New York State 


Reported by Stewart E. Brace, 
Secretary 

The June 6 meeting of the chapter 
was held at Niagara Falls Country 
Club, Lewiston, with Joseph Brem, 
manager-host. Members enjoyed golf 
and swimming before refreshments, 
hors d’oeuvres and a delicious dinner. 

Curt Mainka, Cutten Club, Gulph, 
Ontario, Canada, was elected to mem- 
bership. A letter from Dean Meek, 
Cornell University’s school of hotel and 
restaurant management, was read, 
thanking the chapter for its contribu- 
tion to a scholarship for the school. 

The chapter formulated plans for a 
Tri-Chapter meeting with Central New 
York and Albany chapters. An invita- 
tion is to be sent to CMAA President 
Ken Meisnest to attend the meeting. 


Pittsburgh 


The Fred Edicks were hosts for the 
May meeting held at the Mt. Lebanon 
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Joseph (Mo.) Country Club; and Edwin T. Driscoll, Mission Hills Country Club. 





Harvey D. Brown, re-elected secretary-treasur- 
er of Mid-America Chapter, is shown at the 
May 23 meeting of the chapter with Miss 
Dorothea Buschmann, newly elected president. 


Golf Club, at which members enjoyed 
golf in the afternoon and dinner in 
the evening. 

President Nicholas Melle read a re- 
port from the National Restaurant As- 
sociation concerning legislation on a 
new minimum wage bill. Copies were 
duplicated for each, manager to dis- 
tribute to his board of directors, who 
in turn, were to contact their Repre- 
sentatives and relate their feelings on 
the bill. 

Charles Viviano reported on his visit 
to Denver for the national board meet- 
ing with the host chapter for the 1961 
conference. The chapter discussed the 
annual club employes’ picnic held at 


West View Park. 


Connecticut 


Reported by Grant M. Ruse, 
Secretary 


“Automation in Club Managemen” 
was the subject for the speech featurcd 
at the May 23 meeting held at Hartford 
Golf Club, West Hartford. Mr. Lotane, 
branch manager of Burroughs Cor}., 
gave the address, explaining in detiil 
the time-saving systems that machire 
methods have over the handwritt:n 
system. He emphasized the unit plin 
and file plus post plan as applied io 
the daily work in club business—gucst 
checks, payroll, accounts payable, e'c. 

Ernest Figlar, Mill River Country 
Club, Stratford, was elected to member- 







































Avoid that 
uncertain 
walking-a-tightrope 
feeling... 


For positive traction underfoot, plus lasting beauty, 
use floor wax containing LUDOX—Du Pont’s anti-slip ingredient 


With ‘“Ludox” in the floor wax you get added 
safety underfoot. ‘“‘Ludox”’ acts like a brake that 
promotes easy, effortless walking. And you get 
the lasting beauty only a fine wax can give your 
floors. Scratches and scuffs can be buffed out 





In floor wax, microscopically 
small spheres of “Ludox” colloi- 
dal silica are mixed among larger 
wax globules. Under foot pres- 
sure the particles of ‘“Ludox” bite 
into the softer wax globules, re- 
sulting in a snubbing action that 
makes walking more carefree 
and comfortable. 














Write advertisers you saw it in CLUB MANAGEMENT: AUGUST, 1960 


without rewaxing. For more information and a 
list of suppliers, write us or mail coupon below. 


LUDOX° 


AEG. U.S. pat OFF colloidal silica 


BETTER THINGS FOR BETTER LIVING. . .T 
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I E. I. du Pont de Nemours & Co. (Inc.) 

| Industrial and Biochemicals Dept. 

| Room 2539CL, Nemours Bldg. 

| Wilmington 98, Delaware 

| Please send FREE booklet describing the advantages of floor 
wax with “Ludox” and a list of suppliers of these quality waxes. 
| Name 

Firm Title. 

| Address. 

l City. State. 





ship. It was announced that James 
Diamond has completed a new Con- 
necticut Club Managers’ Yearbook. 

After the meeting a delicious dinner 
and social were enjoyed, thanks to Ted 
Vignaux, host-manager. 


Central Pennsylvania 


Reported by Conradin Medina, 
Secretary 

The topic of the educational pro- 
gram given at the June 6 meeting 
held at Lancaster Country Club was 
“The Constant Figure in Club Opera- 
tion, the Unapportioned Operating Ex- 
penses and Membership Dues.” Con- 
radin Medina was speaker for the eve- 
ning. 

Al Fay, a former member of the 
chapter, was a guest at the meeting. 
President Tom Chiffriller reported on 
the results of the recent questionnaire 
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sent out, which indicated the first Mon- 
day of each month as the preferable 
day for meetings. There was discussion 
on the new minimum wage bill. 

Our host, John S. Voulopos, gave us 
a taste of his French chef’s cooking at 
a delightful dinner after the social hour. 


Texas Lone Star 


Reported by Walter M. Clist, Jr., 
Secretary 

Corpus Christi was the host city at 
the spring meeting of the chapter with 
Red Steger and Jim Morris as co-chair- 
men for an excellent program of educa- 
tion and entertainment. About 75 mem- 
bers attended the three-day meeting. 

Henry P. Hoke, Jr., of The Reporter 
of Direct Mail, was the principal edu- 
cational speaker, giving some valuable 
tips on “selling” the club to members. 
The business meeting was held at the 
Corpus Christi Country Club. 

On the first evening an informal cock- 
tail party was given in the President’s 
Room of the Town Club. The next 
morning some of the more adventurous 
members arranged an early fishing 
party. Club officers from Corpus Christi, 
as hosts, conducted members on an en- 
lightening tour of all the clubs, and 
afterward there was a dinner-dance at 
the Town Club. At the final luncheon, 
John Outland, manager of the Dallas 
Country Club and regional director of 
CMAA, talked on what CMAA is do- 
ine for the club management as a 
whole and for individual managers who 
request assistance. 


St. Louis District 


Reported by Ray Kayser, 
Secretary-Treasurer 

Manager Paul Lampe of Norwood 
Hills Country Club was our speaker 
for the educational part of the June 
20 meeting which was held at the Bath 
and Tennis Club, with Opal and Walter 
Thomas as hosts. Mr. Lampe continued 
his talk on “Bar Control,” the first part 
of which was given at last month’s 
meeting. 

He emphasized the need for close 
controls and covered the procedures 
employed at his club. The meeting 
concluded with a general discussion of 
bar operations and buying practices. 

During the general meeting preced- 
ing Mr. Lampe’s talk, Capt. Lee Haines, 
Jr., club officer at Scott AFB, Ill., was 
elected to membership. The member- 
ship favored accepting an invitation to 
attend a regional meeting sponsored 
by the Illini Chapter. 

A social hour and delicious dinner 
followed the business meeting, and 
concluded a most enjoyable evening. 

President and Mrs. Gordon Pilking- 
ton, Jr., and House Chairman and Mrs. 
Brooks Bernhardt, Bath and Tennis 
Club, attended the meeting. 


Pelican State 


Reported by Jorgen Andersen, 
Secretary 


The club managers of Lake Charles 
have invited managers and wives to 
attend the chapter meeting September 
25-26 to be held at the Pioneer Club, 
Officers Club and Lake Charles Coun- 
try Club. A fine program is being 
planned with golf, boat cruises and 
entertainment for the two-day stay. 
Election of officers is on the agenda. 


Paradise of the Pacific 


Reported by Michael H. Noguchi, 
Secretary 


Don Clark, editor and publisher of 
CLuB MANAGEMENT, was a guest at 
the May 5 meeting held at the Pacific 
Club, Honolulu, Hawaii. 

After the business meeting, Mr. 
Clark elaborated on the 1961 confer- 
ence to be held in Denver, and gave 
pointers from his many years of at- 
tending conferences. There was a ques- 
tion and answer period after the speech. 


Illini 
Reported by Betty Long, Secretary 


Mr. and Mrs. Paul Yelverton were 
hosts for the June 20 meeting held at 
the Hannibal (Mo.) Country Club. 
There was golf and swimming before 
cocktails. After the business meeting 
a fine barbecue buffet supper was 
served. 

Don Glossop, Oakcrest Country Club, 
Springfield, and Alfred Dougherty, 











Enrollment Now Open 


C.M.A.A. 
MEMBERS ONLY 


LOW COST GROUP INSURANCE 
@ DISABILITY INCOME—Up to $400.00 
per Month Tax Free 
Both Sickness and Accident 
ADDITIONAL—$300.00 Per Month 
While in Hospital—Both Sickness and 
Accident 
$10,000 Expense Benefit for Dread 
Disease 
Same Amount for Each Member of 
Family 
Up to $200,000 Accidental Death Benefit 
Up to $100,000 Loss of Eye Sight 
Benefit 


Up to $100,000.00 Loss of Limb Benefit 

















CMAA GROUP INSURANCE 
ADMINISTRATORS 
Joseph K. Dennis Company, Inc. 


Suite 1027—Insurance Exchange Bldg. 
175 W. Jackson Blvd., Chicago 4, Ill. 


PLEASE FORWARD UP TO DATE PORTFOLIO 
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Address 
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NEW YORK GIANTS DEFENSIVE LINEMEN 


L.to R. Modzelewski, Robustelli, Katcavage, Grier 


Samsonite Folding Chairs go through torturous spring training... 


USE AND ABUSE TESTS PROVE SAMSONITES STRENGTH 


Not even the grueling pounding of 
nearly a half-ton of GIANTS could hurt 
these chairs! Samsonite’s secret: elec- 
trically welded tube steel construction. 
And besides unsurpassed durability, 
Samsonite gives you these important 
features you want in a folding chair: 
Comfort. Contour seats and backs 
result in greater seating comfort. 


Ease of Handling. Samsonite’s legs 
glide open. The least effort closes them. 
Folding is easier, faster. Self-adjust- 
ing hinges are safety-designed. 

Style. The smart-looking baked 
enamel finish won’t snag, is chip and 
rust-resistant. In 11 new colors. 

Value and Economy. Samsonite Fold- 
ing Chairs give you longer service. 


4 ams onite folding chairs 
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Also available, PlastiShield 
Chair with vinyl bonded to seat 


last longest 


NOW ATA NEW 
LOW PRICE 

For church, school, club or 
group info., see 
your Yellow Pages or write: 
Shwayder Bros., Institu- 
tional Seating Div., Dept. 
CM-80, Detroit 29, Mich. 


SAMSONITE 
ALL-STEEL CHAIR 
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Members of National Capital Chapter enjoyed a tour of the Sparrows Point (Baltimore) 
plant of Bethlehem Steel Co. as a part of the June meeting held at Sparrows Point Country 


Club. The day also included swimming, water skiing, yachting and golf. From left to rig»t 
are: Charles E. Smith and George Gillam of the Chevy Chase (Md.) Club; Jack Kelly of the 
host club; Mrs. Alma Anderson, University Club of Baltimore; Mrs. Anderson's escort; Har:y 
S. Wyckoff, Capitol Hill Club, Washington, D. C.; Mrs. Young, wife of the manager of 
Bonnie View Country Club; Mrs. Berberich, guest of Mr. Wyckoff; Mr. Young; Mr. Newb», 
guest of Mr. Wyckoff; Nick McGowan, manager of the host club; Loy T. Jones, L'Hirondelic 
Club, Ruxton, Md.; E. Guenter Skole, Cosmos Club, Washington, D. C.; and David Guy, 


Cosmos Club. 


Timber Lake Country Club, Peoria, 
were elected to membership. 

Members held a round table discus- 
sion and consideration was given the 
“Certified Products List” from national 
CMAA. 


Chicago 
Reported by Tony Wayne, President 


More than 100 members and friends 
of the chapter were guests of Abe 
Cooper of Continental Distributing 
Company on June 20 at Green Acres 
Country Club. 

Manager-host Glenn Gunderson out- 
did himself with the lunch, hors 
doeuvres and dinner served at the 
gathering, after which there was danc- 
ing. 

The annual Club Manager-Club 
President Day was scheduled for July 
11 to be held at Park Ridge Country 
Club with Edward McFaul as keynote 
speaker. 


Upper Midwest 


Kenneth M. Kowalsky, manager of 
Woodhill Country Club, Wayzata, 
Minn., was host for the June 6 meeting 
of the Upper Midwest Chapter, at 
which Wesley H. Clark, managing edi- 
tor, CLUB MANAGEMENT, was special 
guest and speaker for the evening. 
Other guests included Dr. and Mrs. 
E. W. Zeibarth, dean of the summer 
session, University of Minnesota, and 
consultant to CBS in Minneapolis, and 
Mr. and Mrs. Robert King, chairman of 


the house committee, Minneapolis Go f 
Club. 

In his short talk Mr. Clark urged 
members to attend the summer CMA A 
workshop, which will be sponsored hy 
the Upper Midwest Chapter at the 
University of Minneapolis September 
19-21; told about the cooperation of the 
magazine with the CMAA to help in- 
crease association membership; warned 
of creeping unionism in America’s clubs, 
and in conclusion told about editorial 
plans for the magazine, and encouraged 
members to cooperate by replying to 
readership surveys and market studies 
originating from both CLuB MANAGE- 
MENT and outside sources. 

In the afternoon many of the chap- 
ter members enjoyed golf, following 
which there was a short social hour. 
After an excellent dinner the evening 
was concluded with a short business 
meeting. 


City of New York 
Reported by Franklin S. Reynolds, 
Secretary 


A round table discussion on changes 
at the Wall Street Club, union contract 
negotiations and _ hospitalization and 
medical-surgical coverage for families 
of employes was a highlight of the June 
14 meeting at the Drug & Chemical 
Club. 

Carl Hibner, Knickerbocker Club, 
Rochester A. Conklin, National Repub- 
lican Club, and Louis Parlamento, Ex- 
ecutive Lunch Club, were elected to 
membership. Charles W. Walton, Cos- 
mopolitan Club, was transferred from 
associate to active and Joseph E. Kosa- 


Members of Upper Midwest Chapter enjoyed a social hour after a round of golf at the 
June 6 meeting held at Woodhill Country Club, Wayzata, Minn., with Kenneth Kowa:sky 


as host. 
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A FULL RANGE of capacities... that’s what you 
see when you inspect the ScoTSMAN Line of 
Super Flaker Ice Machines . . . world’s largest 
line, world’s largest seller! 

Shown above are the smallest and the largest 
...and there are many models in between! 
MODEL DF-4 (left) makes up to 4 lbs. per 
hour (or up to 100 lbs. per day) of famous 
ScoTsMAN Super Flakes .. . stores up to 35 lbs. 
in its own stainless steel bin. 


MODEL SF-8 (right) is SCOTSMAN’s giant capacity 
Super Flaker that makes up to 4,500 lbs. per 
day ... gives you a continuous flow of perfect 
ScoTsMAN ice flakes into the storage bin instal- 
lation of your choice. 


Model SD-1 mounts two 
soft drink dispenser 
heads... makes up 
to 350 Ibs. of Super 
Flakes daily. 


Model SD-2 has three , 
dispenser heads. Can 
supply up to 500 Ibs. | 
of Super Flakes daily. © 


SCOTSMAN 





SCOTSMAN 


Super Plakous 


supply small, 


Requirements! 
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Modernize with Modern Ice! ___| 








MEDIUM or 


LARGE 
Flaked Ice 








OTHER SCOTSMAN SUPER FLAKERS.. . both of 
the self-storing and continuous-flow variety . . . 
fill out the capacity range between these two 


extremes . . . meet any in-between need for 
100% pure flaked ice. 

IN ADDITION, ScoTsMAN now has two models 
of its Combination Ice Machine and Drink 
Dispenser ...with ice making capacities of either 
350 or 550 lbs. of ice flakes per day, and mounting 
either two or three standard one gallon 
dispenser heads. 

Both of these amazing models, which give you 

both ice and iced drinks from the same machine, 
are illustrated at left. 
SO REMEMBER ... if you use flaked ice at all 
in your business . . . even as little as a few 
pounds per hour or as much as 24 tons per day 
... only SCOTSMAN has all the models to fit 
all your needs exactly! See them today at your 
nearby home area Ice Machine Specialist .. . 
your SCOTSMAN Dealer or Distributor. 

(And remember, also, that Scotsman makes a 
complete line of Super Cubers and Super Bins... 
ask to see them, too!) 


Y Es? Please send complete details, 
© i i sé pw 
including new “ideas on Ice”’ AoA 

booklet on Scotsman Ice Machines. i dy A 


NAME 





ADDRESS 





CITY. ZONE STATE 
MAIL TO: SCOTSMAN ICE MACHINES 
Queen Products Division, King-Seeley Corporation 
168 Front Street, Albert Lea, Minnesota 
EXPORT OFFICE: I5 William St., New York, N. Y. 
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kowski from active to associate. 

President H. Alton Owen, Jr., read 
a letter from “Red” Large, expressing 
his appreciation of the honorary life 
membership given to him by the chap- 
ter. 

Members extended thanks to Host- 
Manager Vic Homberg for the delight- 
ful refreshments. Our host conducted a 
tour of the club, pointing out changes 
that will be completed by the time of 
the next meeting which is scheduled 
for September 13 at the same club. 


Peninsular 
Reported by Alfred Schiff, Secretary 


John Brennan, vice president of 








CMAA, gave a short address before 
the meeting held May 23 at the Coun- 
try Club of Jackson, Mich. Ed Turner, 
manager, was host for an afternoon of 
golf and an excellent dinner and hors 
d'oeuvres. 

Thomas E. Walsh, Walnut Hills 
Country Club, and Lowell Hecht, 
Spring Lake Country Club, were ac- 
cepted into membership. 

Mr. Turner reported that the Jack- 
son (Mich.) Unemployment Security 
Committee was initiating a waitress 
training program and he asked that any 
manager who could help with material 
for this program get in touch with him. 





ONE OF THE FINEST 
for over 35 years! 
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On June 27, the chapter met at the 
Atlas Valley Country Club, Grand 
Blanc, Mich., with Mr. and Mrs. Wayne 
Henrickson as hosts. Cocktails and 
hors d’oeuvres preceded a fine dinner. 
Bruce Matthews, chairman of the 
educational committee, suggested that 
in the future the annual officers-man- 
agers meeting be devoted to open 
discussion between the two groups. 


Southern California 
Reported by Frank T. Sherwood 
Secretary 


Jerry Kearn, Bel-Air-Bay Club, Pa- 
cific Palisades, was host for the June 
28 meeting, which 43 members and 
guests attended. Before the meeting 
members enjoyed an afternoon of goli. 

Earl Dible, director of the South 
Monica school system, gave an interest- 
ing speech on communications and 
public relations, punctuating his  re- 
marks with a ten-minute film. 

Emile Vogel, Lloyd Alcorn, Thomas 
Ebbett and Don Daley (provisiona!) 
were elected to membership. 


New England 


Reported by Beatrice M. Phillips, 
Secretary 


Roll call at the June 20 meeting held 
at the Porcellian Club indicated 22 
members and guests present. Manager- 
host was Henry Myers. 

Remo Prato resigned as _ treasurer, 
and Harold Hueber, The Country Club, 
Brookline, Mass., was appointed by the 
directors to finish out the term of 
office. 

The educational feature of the eve- 
ning was a round table discussion with 
Charles Wallace as chairman. First was 
the question of the club owning its own 
laundry versus using outside laundries. 
President R. Alan Chesebro presented 
a survey of Brae Burn Country Club’s 
laundry, which included equipment 
used, employes’ costs, etc. Also dis- 
cussed was the subject of employes’ 
wages, hours and fringe benefits. Mr. 
Wallace stressed the need for all man- 
agers to get together on this, particu- 
larly where union negotiations are 
necessary. 

Members enjoyed a social hour, with 
delicious hors d’oeuvres and _refres!- 
ments, and a tour of the clubhouse. 
The August meeting is scheduled as a 
golf outing at Hillview Country Club, 
North Reading, Mass. 


San Francisco and 


Bay Area 
Reported by Joseph E. Castillo, 
Secretary 
Dinner and _ cocktails with hors 


d’oeuvres were served in the unusual 
wine cellar room of the University 
Club of San Francisco for the June 21 
meeting, with John Schaeffer as geria 
(Continued on page 54) 
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ready to 
serve... 





with portion control a vital 
factor in your profit picture, 
consider this...all you do with 
Schlitz is uncap and serve! 


Just how profitable is it to you to promote Schlitz? 
Take this simple fact. Schlitz comes ready to serve. 
No mixing, blending, baking, broiling. You don’t 
buy the ingredients separately. You don’t have to 
prepare it. 

And take this fact. Schlitz (the favorite of 
people dining out) brings in a tidy profit on each 
sale with little overhead costs. Schlitz quality is rec- 
ognized and respected. And Schlitz quality can 
bring you extra income. 


©1960, Jos. Schlitz Brewing Company, Milwaukee, Wis,, Brooklyn, N.Y., 
Los Angeles, Calif., Kansas City, Mo., Tampa, Fla. 


THE BEER THAT 
MADE MILWAUKEE 
FAMOUS 





Know the real joy of good living ... move up to Schlitz 
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KANSAS CITY CLUB 
Kansas City, Kansas 







Sunday Brunch 




































Fruit Cup—Orange Juice—Sliced Peaches Ch 

" e Stewed Prunes and Sliced Oranges 
| a [ Nn Cream of New Peas—Consomme Printaniere 
IS Dp Filet of Sole Bonne Femme ................:.scscsscsrssesssosseee 2.29 eS 
Ham or Bacon and Eggs Country Style .......... cee 2.00) ~ 
Roast Tiaiaita. Weint Saale: so scdscccccsscssccencssdicassvecsesccosdecsess 2.75 


Buttermilk Cakes, Link or Country Sausage .............. L735 I 
Broiled: Hall Sprig. CHICKEN . <.ceisccsscseessconssessecsseasnscecse: 600 
aq r O Q 4 Patty of Flaked Turkey and Mushrooms ................:008+4 2.51) C 
Toast or Muffins 

Cabaret Potatoes—Julienne Potatoes 

Green Beans au Beurre 
Blackstone Salad MI 
Green Apple Pie—Sweet Rolls—Coffee Cake M 
Chocolate Fudge Pie—Mixed Ice Cream 

Coffee Tea Milk 





A 
Alp 
Chef’s Special Sunday Brunch $1.75 
(Ready to Serve) Ha 
Please! . 
(No Substitutions) Dr 
Fresh Fruit Supreme - 


) ! Scrambled Eggs With Chicken Livers on Toast jae 
Choice of Coffee Cakes or Sweet Rolls Me 
4 


Coffee 


F * + Children under 12—$1.25 Rh 
rozen G lan I 
Dinner Menu Alr 
The Wine and Food Society of London, England 

Recent Meeting of the 
Kansas City, Mo., Branch Ha 
Reception: Champagne—Beaulieu Vineyard Ha 
...@ delicious creature to eat, but a wily one to : = ; Lot 
catch — they aren‘t always where you’re looking. Consomme Girondine Wi 
Add to this a growing demand, and you get a Homard Parisiersne ps 
temporary shortage. But Wakefield’s facilities for Concombres Me 














catching the big Crab have been greatly expanded, é Tol 
Say : Meursault Perrieres Ae 
and the supply situation is expected to improve. (J. Drouhin) 1952 Vie 
So keep a warm spot in your heart (and on your is a de Dinde Supreme Du 
menus) for this popular, profitable, seafood. Timbale Risi Bisi Bre 
Tournedos Minon 
Madere 
Volnay Clos de la 
Pousse d’or 1947 

Laitue Bibb Brunswick Tun 
Mumms Cordon Rouge Chi 
1949 Coupe Eugenie Kin 
Cafe Noir File 
FREE: JAMES BEARD RECIPES using Wakefield’s King Chi 
Crab Meat and Legs. Instructions streamlined for , Oni 
efficient use by chefs, printed on 52" x 3¥2” cards. The Summit Room Chi 
In packet for handy filing. 19 recipes. Write: St Paul Athletic Club an 
St. Paul, Minnesota Ten 
Id, ALASK : , 
WAKSHIELD home Ha Wakefield, _— Wines from Our Summit Storehouse : 
susie Champagnes—From France Sirl 
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Bottle Half 
WARPING ERR PIEY) «6b 0 ccicccisccscccsceevessesscees 9.00 
PE IIR, cxcivncsenscinnincsciinsermesemsndina’ 8.50 
NRPS ONES SE osc. cick chs ce dere vanececcecesueatves aes 8.00 
Been Ey RUE PIDY aes veiessccsciccaxccssivavesees 9.00 
Champagnes—American 
COORG REA TORY. siecésassensnescccaccnnctisnseesye 6.00 
Gold: Seal—Special Diy cccccccsccssccccescasecssas, DOU 
Patil HGS he eile eles eee eae aaa 5.50 
1G oll 1 | Sa REED ert enna fer Peper: 5.50 
Sparkling Burgundy—From France 
CHASORNS! xccccxsss a ees ee sie 8.50 
Sparkling Burgundy—American 
RORDOU ROUGE cccsdiscvevsccceccectscctuasssceticnneses OO 
"Be (sgt 21 | See nen ae So Seeene pe ON. ee 5.50 
Vin Rose 
Lancers Crackling: ROs8€ ....ccc.ccitessssseccecss 6.50 
Portugal 
GY CMHGMO VRGSC cicckctivecssavtacterecestoteeteeeator ene 
American 


Red Wines—From France 


Bottle Half 
WA AGN eer Oe soso ends sdincis casts toncuacsucenpacetee 4.00 
Medoe@ Borax, .sciccccacovecccctevessccssssccssave O00 
Red Wines—American 
Almaden (CaDeRne’ scsscccoccocsscccscccsscessoscsess 200 
Almaden Bureundy  s.ccccccsssceccocsccssascscsveon 2200 


White Wines—American 
Haut Sauterne 


Wnt BYVOURCES: secccccceccesecesccssstencscccosse, DOO 
Drv Sauterne 

Wet RROENOES: | diccdc 2k ccccctcecsecstadscccescce LR 
Almaden Pinot 

MOMS aids <acacececesaddeccssocecascsddccces. OOO 
Meiers Isle of 

Ste GeGree SAWtCIne s.5.c.ccecccccaiscnvaceascs 2000 


German Wines 
Rheinhesean 


WAG RR EAMNVINOUN <c3s spc csasoctsccescoucceuceasecenl 4.00 
Almaden Johannisberg 
Ses SERN a toe eee ont ery tees gagen ay ey 


A Variety of Wines By The Drink 
Harvey S: (DrStoli ream SWERLY csccissessssccccsosecotsescssscece 
Harvey's Amontillado: SHEETY ....cc......222000sccsecsseseceeaveece 
RM. TNE TN ccninccsettanscnniakniastivsisvtniannianevivn 
Williams & Humbert Dry Sack ...............csccssccseeceesees 
Bite Mora: Pawny: PORt .cltscsde ccsasessevezeecsccesesseacestenseses 
PORTER CHEE IBN EA OIE. scree ta ce toe cos scaocusacs obey esneaos cavaacageessunsteeieees 
IVIGIORS: WURISCHLED voce caceccsceseccesccsese\ssutessccoastateacunatsdvactesnes 
OKAY HBEQUMCAUE Sci 5ccecescbecestecsvacecevsnesriesetésxetsattorseceesx 
Virginia’ Dare—Red or WIC <cccciscssessceceosscccessccessccsoas 
NNN 855i ils os sunsidanantdsnaniaccalenaencniasncactaebaineniin 
Brolio Italian Chianti 


Summit Specials 
Appetizers 


From Our Golden Shell Of The Sea 


UPUREA eR Pb 5S eeacte once danas satacsouasteseset case scacnsuaevecgeceones 
START, RN TIO oiisciisininicessinsncsionvenansavensiciieniinenennien 
Ring: Grapeieak® COOMBE ccc scaccessasastssesscncssduiacddcccavecass: 
Filet of Herm t Sour Crea iscsi ccscccesccacescasssscecscces 
TTT eh een ACA SG <ccaecs szscaceinssccsnescvavesvaddoacerddcvesteurs 
Onion: Soup Au) Gratin. <a. csccceccczciscecedesedussavecececrewen oes 
CIE SAND DROID voseiemincsiconirmnicncisincinenaamnia 
SSCL AIT POUR) <a cscs tv aucs cossicctSccvccuturacncetshestuctareuivaccevadeares 


Tenderloin Steak Sandwich—Broiled to your order 


Bottle 
5.00 
4.50 


5.00 


3.50 
3.00 
3.00 


Bottle 


1.50 


ecoce 0 1 UO 
soso, SOW 
we 40 
a ae 
«sas OO 
vaca Tae 
er 
waiver Sa 
use AU 
ae 


.. 1.00 


served open faced with Grilled Onion and Golden 


_ French Fries ....0000: Riise naac ccqusaandaet adstecnenaveasxdencpeatts 
Sirloin Steak on Crisp Buttered Toast 
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Great New Design — 
POLAR WARE 


| = 

* 
' i 2 
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5-Gallon 
“Rectangular” 


Beverage 


(Ortaal-se 


of heavy gauge 
stainless steel 


POLAR 500 PORTER 


It’s more efficient 
more productive 
more economical in use 


In this new insulated beverage carrier by Polar 
Ware you'll find advanced, positive features that 
help you lower your costs. Rectangular design! 
— yours only with Polar Ware — saves valuable 
space in storage and transportation ... lets you 
pack ‘em in tight. 


AND NOW CARRY TWO CON- 
TAINERS EASIER THAN ONE 

— 10 gallons instead of 5 — with the 
special self-locking, easy grip Polar 
handle . . . save time ... save steps 
to the kitchen. 


PERFECT FOR TABLE SERVICE 
. . . for informal affairs indoors or out 
— the attractive, modern appearance of 
the Polar carrier makes it ideal as a 
self-service unit. No need to transfer 
contents to another server. 





To these functional features add Polar durability. 
Deep drawn, one-piece, seamless stainless steel 
interior provides extra strength, plus an extra 
measure of assured sanitation. Moreover — all 
of these plus values come your way without any 
premium in price. So check into this superior 
Polar carrier today. Write for a free fully illus- 
trated, fully detailed bulletin. 


Polar Ware Company 


* 5100 LAKE SHORE ROAD, SHEBOYGAN, WIS. 
Merchandise Mart — Chicago 54, Room 1455 


*415 Lexington Avenue *800 Santa Fe Ave. 
New York 17, N. Y. Los Angeles, Calif. 


Offices in Other Principal Cities “Designates office and warehouse. 






.¥) 
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WHEN YOU NEED LEMON JUICE 
DO YOU HAVE 10: 





| YES | NO 


Since 1863 





Squeeze lemons and pay the | 
high cost of labor and ma- 
terials? | 





Dissolve crystals that do not | 
dissolve so easily? | 


Combine bottles "A" and "B" | 
to make a gallon? 











Add a frothing ingredient to | 
put attractive heads on the | 
drinks? | 


‘Use a frothing product contain- | 
ing Saponine, banned in 
many states? 











Pay more than '/rce per cock- | | 
tail for a lemon flavored | “Don't 
drink base? 

Squeeze— 


If you are using FROTHY | Use Fee's"’ 
MIXER your answers are all | 








EVEN MORE IMPORTANT: 


Which frothing lemon cocktail base gives greatest satisfaction? 
FROTHY MIXER can prove itself, only if you try a free sample. 


WRITE TODAY! 


, 114 FieLto St 
CTI SZ, thoxo ROCHESTER 20.N. Y. 
























NO. K-3 TABLE 
TEMPERED MASONITE 
PLASTICIZED TOP 


Fo.p-Kinc 


NEW 


HAumouncting 
Mtorveoe FOLD-KING 
TABLE LINE 


—" FREE-NEW 1960 CATALOG AND 
——-- one =~ —--| DIRECT-TO-INSTITUTIONS PRICES 


“TT CHAIR TRUCKS | Kitchen committees, social groups, attention! Direct-frome 

(w | the leader, | factory prices—discounts up to 40°—terms. Churches, 

4. ie models, | Schools, Clubs, Lodges and all organizations. Our new 

, Sizes — for | MONROE 1960 FOLD-KING FOLDING BANQUET 

transporting, " storing. Smooth | TABLES are unmatched for quality, durability, convene 
rolling, easy loading. See Catalog. | jence and handsome appearance. 








FOLDING CHAIRS 
All - steel, also ply- 
oA, wood or — seat. 




















NEW—Completely automatic lock on pedestals and legs. 
“Snaps” them rigidly in place, or folded flat. New pedestal 
and frame construction. 


Mail coupon, write, wire or phone for our beautiful new 
catalog with color pictures of Folding Tables, Folding 
Chairs, Table and Chair Trucks, Portable Partitions, 
Bulletin Boards, ee Risers and Platforms. 
































l Please send the new 1960 Monroe FOLD-KING Catalog - prices, discounts, ‘erms. 7 
I I 
] Name of church, organizati eee eee 
Mail to. __Title I 

$ Address. id ee et ee 
t City. Zone. State__ eae < 
—t 


We are interested in (Tables, Chairs, etc.) 
ial ence maeuia. ha 79 Church St. Ketel az-0 ley 7.\ 
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Garden Green Salad, Golden French Fries .............. 
Summit Prime Beef Burger 
Garden Green Salad, Golden French Fries, 


IE I isin acinsnctiniicmeniimenenicireiininnnnnpaninniinion 1.65 
Broiled Lobster Tail 
Garden Green Salad, Lemon Butter ................cesce00 2.00 


Sliced Ham and Cheddar Cheese on Rye Bread 
Creamed Cole Slaw, Tomato Slices, Chow-Chow 


I aiccicickcohaasbunitacebdcssinannssician siaidabiiiiaisiepniaipiticin tiesiibetnnns 1.50 
Grilled 98 Frankfurters and Bacon on Toast 

Topped with Tangy Cheese Sauce ...........csscseeeeees 1.50 

Choice of Beverage Served With Above 
Desserts 

Camembert, Roquefort or Liederkranz Cheese .............. 50 
Apple Pie—Fresh From Our Own Oven Served 

Warm with Kaukauna Cheese Crock ...............sscceseee .50 
French Vanilla Ice Cream (the best you'll ever taste), 

BHAT HUGUAL® cscs sccestackcacugesseaetirvoenianacensegeesanesesissevecsaseweds 40 
Lemon Special Blended Sherbet, Petit Four ................ 40 


In addition to our Specialty, Roast Prime Ribs of Beef (the 
Rib Eye only), The Summit offers the following entrees. 


Aged Prime Sirloin 


New York Cut Sirloin Steak broiled to your taste ......... 5.50 
Prime Filet Mignon 
Beef Tenderloin broiled to a gourmet’s delight ............ 4.50 


Prime Minute Sirloin Steak 
Open-hearth broiled to seal in the succulent Beef 


BBLS) ccses vs osvavcsntenecoseounrce sass doe ses cwasez eteschtasetentensstsivsesees 4.25 
T Bone Steak 
Tope of Thre SammelnOD G6 ccvcsiccsccnseiesecsrracersoreversens O50 
Prime Chopped Beef Tenderloin 
Fresh Ground Beef broiled over glowing embers ......... 3.25 


Loin Lamb Chops 
Flame-kissed Special Cut served with tangy Mint 
TOU. esa ssssceossecsatanovecseseegnn subs toasatereas saevtesaakssecatovenesdeaca 4.00 
Ham Steak 
Biichcory Senabcedl Cem GOW sscssceseiccrincsnsaseissatasssinsonees 3.50 


Twin Succulent Lobster Tails 
Skillfully broiled and served with hot Butter Sauce .... 3.75 
Pride of Our State 
Minnesota Wall-Eyed Pike 
Broiled and Basted with Pure Minnesota Butter ........ 3.00 
Broiled Chicken 
Half Spring Chicken broiled to mouth-watering 
PIGELOCUOI:. ccia5ccdsecesscuapeseecsd ovassesereoussstnstotsveissectesessesieec 3.00 
Lake Superior White Fish 


Fresh from the cool depths of our great unsalted j 
REMI ATG </ SOY. czesssveseuesekcetassnastske vacesin estas cevecaeeesvorscesbiassete 3.25 


Salads 
Summit Salad Chef’s Combination 
Salad Creamed Cole Slaw 


Beverages 
Coffee Tea Milk 
Above orders served with Hot Breads, Baked Potato, or 
Individual Au Gratin Potato, Salad and Beverage. 
How Do You Like Them Cooked? 


Rare—Red Cool Center Medium Rare—Red Warm Cen‘er 
Medium—Pink Hot Center Medium Well—Broiled 
Throughout 


Well Done—Charred Outside, Broiled Through Inside 


Appetizers 
From Our Golden Shell of the Sea 
Ne I iittala tticecitenieneviniannviinnintisiimmpuininiinein 1.25 
(Giridlec aNISRt TIGINS eas csccwscssessscesisees catevesisvsteseecsesens 1.00 
Reine Cormier CBOE oo ssicccsnnsesenssccesecncisvoeconssevesssmenes .90 




















OO 


00 


Ot 


Filet of Herring in Sour Cream .........ccc.cscssccosesesesseeses 
CHIOG EP REIE EL QREASY: cc5ccsicezcecctccesacscanacecdeccessoladecasssencats 


Oniien SOUP Aut: Gratiny sa. <ccanscccccccsscscscsscecdsscoascscatacenase 40 
CE I FID since niscissicititiccsndincicnsciinreraneniaceminn .30 
Some EIR FOUR i nceissnnssescessisoncsssianinsninntnnscenssqeovenensonassneness 30 


Specialty of The Summit 


Roast Prime Ribs of Beef 
(The Rib Eye Only) 
In their own natural delectable juices. As you like it 
Rare—Medium—Well 


Special Baked Potato 
Scooped from the jacket, blended with butter, eggs, 
returned to the jacket, topped with a tangy 
Cheddar cheese, baked to a golden brown 


or 
Selected Large Baked Idaho Potato 
With your choice of sour cream and chives or butter 
Summit Salad 
Chilled crisp fresh greens tossed with our own special 
blended dressing 
or 
Creamed Cole Slaw 
Summit Special Hot Breads 


Beverages 
Coffee Tea Milk 
3.75 
Desserts 
(Camembert, Roquefort or Liederkranz Cheese ............ 50 
Apple Pie—Fresh from our own ovens served warm 
with Kaukauna Cheese Crock .............scssccssssssssssreeess OO 
French: Vanilla 166 Creany coc. cccceseciescccccsiecncccnsscocseseanssees 40 
Petit Four 
Lemon Special Blended Sherbet ................scccssscessreeesees 40 


Petit Four 


Federal Tax Calendar 


for Clubs 
Prepared by Horwath & Horwath 








August, 1960 


15—-—Withholding tax and Federal Insurance Contributions 
Act tax: The sum of tax withheld from wages during 
July, 1960, and employe tax and employer tax under 
the Federal Insurance Contributions Act for July, 1960, 
if more than $100, payable to an authorized deposi- 
tary. Return on Form 450. 
Exempt corporations: Information return on Form 990 
due from certain exempt corporations with account- 
ing periods ended March 31, 1960. 


31——Tax on membership dues, initiation, transfer and as- 


sessment fees, admissions, and other excise taxes for 
July, 1960, if more than $100, payable to an author- 
ized depositary. Return on Form 537. 


September, 1960 


15——Withholding tax and Federal Insurance Contributions 
Act tax: The sum of tax withheld from wages during 
August, 1960, and employe tax and employer tax 
under the Federal Insurance Contributions Act for 
August, 1960, if more than $100, payable to an au- 
thorized depositary. Return on Form 450. 
Exempt corporations: Information return on Form 990 
due from certain exempt corporations with account- 


ing periods ended April 30, 1960. 


30-——Excise taxes: Tax on membership dues, initiation, 


transfer and assessment fees, admissions, and other 
excise taxes for August, 1950, if more than $100, pay- 
able to an authorized depositary. Return on Form 537. 
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SPEAKMAN 
anystream 


world’s finest shower head 
e Adjustable spray @ Self-cleaning. Non-dripping 
© 6 sizes and models @ Fits old and new showers 
Vandal proof when specified 


Featuring AUTOFLO® the integral flow 
control that saves money from the 
first shower. 

AUTOFLO reduces water consumption, saves 
hot water, cuts fuel cost, stretches hot water 


supplies and reduces overload on waste dis- 
posal and septic system. 


Here's why you save money with AUTOFLO 

















ORDINARY ANYSTREAM WITH 
SHOWER HEAD | AUTOFLO WATER SAVER 

Water Delivery 8 Gallons . 
Per Minute @ (More than pe —— ened 
50 Ibs. pressure needed) (Adequate for shower 
a 5 Minutes 5 Minutes 
Total 40 Gall 221, Gall 
Water Used — /2 Gallons 








AUTOFLO cuts water waste almost 50% 


Try this 60-day free demonstration 
in your own shower 
Prove to yourself that no other shower head can match the 
Speakman Anystream with integral AUTOFLO. If you're con- 
vinced, it will be yours to keep at a special courtesy discount. 
If not, just return it at our expense. 
Oe this today @eeseeoeeeeoeoooooe® 
SPEAKMAN COMPANY, Dept. CM-2, Wilmington 99, Delaware : 














: Gentlemen: I'll take your test offer. Send me an S-2240 Model 2 : 
$ Anystream shower head with 414 gal. per min. AUTOFLO which $ 
3 | will test thoroughly. | will keep shower head after 60 days at $ 
s SPECIAL COURTESY DISCOUNT, or return it without cost. $ 
3 NAME ° 
‘ ADDRESS : 
© CITY & ZONE STATE : 


SSCSHSSSSSSSHSSSSSSSSSSSSSSSSSSSSSseseeeeseseseseeeeeee 








By Harry Fawcett 


FOOD TOPICS 











ask me to speak or write of food: They 
fear, and perhaps rightly so, that I'll 
never stop. I love food, love to arrange 
menus and supervise their preparation. 
I learned what I know today from 
great chefs. In return, I believe I also 
have helped some to achieve greatness. 


I have addressed at Denver, Stillwater, 
Cornell, to mention a few, have been 
interested in hearing our banquet 
menus at the Kansas City (Mo.) Club 


Most people who know me never 


The fish service. 





explained. I hope these instructions to 
our staff (kitchen and dining room) 
will be of interest. 

We do not advance this as a sample 
of our daily menus—we have du jour of- 
ferings no better, no worse, than yours 
—not as good as some perhaps. I am 
sure there are many clubs that excel 
So many of the classes of students us, but this is a “special banquet.” It 
was served for 32 on November 16th, 
last year. The menu follows: 


Hen Pate with vegetables to left, sauce in the 
center, potatoes on right 












Dessert course with its sauce. 


Mousse de Foie Gras 


5 
POULE AU POT HENRY IV 


e 
SOLE ANGLAISE JOINVILLE 
Concombres en Petit Pains 


. 

PATE DE POULARDE MAISON 
Artichauts Zucchini 
Pommes William en Corbeille 
Laitue Bibb et Endives 
Brunswick 


¢ 
POIRES A LA CARIGNAN 


Cafe Noir 
Ancestors Amontillado 
Trabener Wuerzgarten 1953 
Chevalier Montrachet 1957 
Tokaji Aszu 
Pol Roger 1942 
Havanas—La Corona Celestiales 
Cigarettes—Rami Egyptian 






































FOR 
MEMBERS 
ONLY 


Nothing except a paid-up member's Card-Key 
will unlock this door. 5,000 Fraternal and 
Private Clubs are now using Card-Keys. Be 
sure your club gets the benefit of this Card- 
Key System. 


Write for Free Information 


CARD-KEY SYSTEM, INC. 


P. O. BOX 589 


BURBANK, CALIFORNIA 














INCREASED PROFITS 


From Your Cocktail Lounge Operation! 


THE FAMOUS "CHEESE-OF-ALL- 
NATIONS HOSPITALITY PROGRAM" 


SPECIAL $25 PLAN EXCLUSIVELY FOR 
CLUB MANAGEMENT SUBSCRIBERS 


We send you our nationally advertised GOURMET ASSORTMENT 
of 12 exotic imported cheeses—a generous weekly supply. We 
also include suggested display plan, attractive descriptive iden- 
tification cards and colorful little flags of all nations. 


CLUB MANAGEMENT MEMBERS 
AUGUST SPECIAL! 

4!/, Lb. bowl of new, exciting Saber 
Club Cocktail Provolone Cheese in 
Chianti wine, with 2 lbs. of im- 
ported thin sliced German pumper- 
nickle, $5.95 ppd. 

Write, ‘phone or telegraph your order TODAY! 


Ask for our FREE 1960 CHEESE ENCYCLOPEDIA, listing more 
than 500 varieties. 


CHEESE-OF-ALL-NATIONS 


235 Fulton St., New York 7, N. Y. 
REctor 2-0752 
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Instructions to Catering Manager, 
George Burton: 

The individual mousse of gooseliver 
is to be placed on each place plate 
just before the door to the Florentine 
is opened, but not more than 30 sec- 
onds to one minute before that time. 
Fresh toast in small strips (allow two 
for each person). Then start service of 
sherry. 


Poule au Pot 

Chef will dish up in kitchen to in- 
dividual marmites. Each will have a 
crouton on top, but extra croutons 
must be offered immediately by wait- 
-;, Continue to replenish sherry glasses, 
but not to fill them during the soup 
course. 

The sole Anglaise will be on four 
services (French). Waiters will bring 
these to room and display before their 
section of table, then go to their side 
tation to pick up service tools and 
proceed to serve. Captains or extras 
will pass the cucumber rolls more than 
ice while guests are eating the fish. 
With the fish pour Trabener Wuerz- 
garten 1953. 


Pate Maison 


The main course will need the four 
service tables cleared and one of each 
set of tables left for the chef. The chef 
and his assistants will dish these up 
after they have been displayed around 
the table. Have hot plates ready, be 
sure each service station has all neces- 
sary service tools. Have room for the 
salads which must also be served as 
soon as the pate portion is before the 
guest. The vegetables will be dished 
to each guest plate by the chefs but 
the potatoes must be passed in the 
baskets. Be sure each basket has a 
dessert spoon for the guest to use or for 
the waiter to use if the guest fails to 
do so. These potatoes are expensive 
and we want the guests to have them. 

Be sure extra salad dressing is of- 
fered, even if the salads do not require 
it or if guests refuse. Individual French 
loaves of bread to be offered each 
guest. 

With this course pour 
Montrachet 1957. 

The dessert course will be in services 
of eight. Be sure side tables are cleared 
so your men will have no trouble in 
finding plates, tools, etc., to pass this 
to the chilled plates which you have 
placed before each guest when you 
cleared the preceding course. (As there 
is cake in the dessert no petit fours 
are required). 

Serve Tokay Aszu with the dessert, 
one small glass each. With the black 
coffee serve cognac and pass the cigars. 

Immediately thereafter, serve cham- 
pagne and continue until dinner is 


Chevalier 


over. 


Instructions to Wine Steward, Charles 
Moore: 


The sherry, of course, is not to be 
iced. 

I would prefer that the Trabener 
Wuerzgarten not be iced, since some 
wines in past have been spoiled by 
overicing. It can be brought into the 
anteroom and placed on top of the ice 
in- your bar wagon about 6 p.m. 

At the same time the corks may be 
drawn on the Montrachet. 

The tokay is not to be iced at all, 
but the champagne may be iced in 
Room B at 6 p.m., which should make 
it cold by the time they will drink it at 
8 or 8:30 p.m. 

I am sending a copy of this to Mr. 
Burton so he will understand my re- 
quirements as to the handling of the 
wines. 


ce Mr. George Burton—The cigarettes 
are to placed, part on compotiers in 
Room A and the balance on compotiers 
on the dining table. 

The cigars will be passed after or 
with the coffee. 


Comments on the Menu 


The poule au pot is a variation of 
the famed la petite marmite. Cooked in 
an earthen vessel, the “Henry IV” in- 
dicates that a tender hen was substi- 
tuted for the giblets usually used in the 
petite marmite. 

The marrow bone is cooked in a 
muslin sack along with the other soup 
ingredients, but withdrawn when soup 
is cleared. The marrow itself is cut up 
and used with the artichauts. 

Our treatment of the fish “joinville” 
departs from the classical a_ trifle. 
Salmon mousse is added with shrimp, 
mushrooms, white wine and. truffles, 
and the joinville sauce which accom- 
panied the fish was made of fish stock, 
mushrooms, shrimp, lobster, butter, 
egg yokes and finished with lemon 
juice, cream and butter. The diced 
cucumbers in thick sour cream which 
accompanied the fish course were in 
tiny hollowed-out Parkerhouse finger 
rolls. At least two were provided for 
each person. 

In preparing the “piece de resist- 
ance,” the pate maison, breast and legs 
of a freshly killed fowl were cooked. 
The fowl was purchased live and not 
from the packing house. The pieces, 
when boned, were put together with 
farce and here again some foie gras was 
used. Placed in the pate, or crust, they 
were cooked and sent to the table as 
pictured, accompanied by a sauce, 
perigeaux, which is demi glace with 
Madeira veal stock, truffle essence and 
chopped truffles. The fresh artichauts 
were cooked and the leaves removed so 
that the bottom became a case for 
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The beer without peer | 








L 


© 
Tuborg Breweries, Ltd., Copenhagen, Denmark 


A 


Brewed only in Denmark 


TUBORG 


by appointment to 
THE ROYAL DANISH COURT 
THE ROYAL SWEDISH COURT 
THE ROYAL GREEK COURT 


U.S. Representatives: Danisco, Inc., N. Y. 4, N. Y- 
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QOKINe FOR A NEW PARTY jp¢, ) 
\ : 


= oe YEAR % 
FLOWERS & FOLIAGES F 
ORS DECORATIONS 

« HULA SKIRTS a 
™ LoveLy HULA NATIVE MUS! aa ex 


=a 
y 


SEND FOR FREE INFORMATION 
ON HOW TO RUN A 
HAWAIIAN PARTY. 


OUR HAWAIIAN SERVICE ODI- 
VISION CAN SUPPLY YOU WITH 
EVERYTHING YOU NEED TO 
MAKE YOUR PARTY A SUCCESS. 


ORCHIDS OF HAWAII, INC. 


National Soles Office: 
305 SEVENTH AVENUE - NEW YORK 1, N. Y. 


Dept. CM Telephone ORegon 5-6500 


Club, Roseville; Peter S. Van Dorn, 


. COMPLETE REFRIGERATION 
SYSTEM ON 14” x 46” 


the marrow Bordelaise. The zucchini, 
the second vegetable with the pate, 
was blanched, hollowed out and fresh 
tomatoes added. The potatoes were 
made of a croquette mixture in the 
shape of small pears, each with a stem, 
and they were served in a basket made 
of the same pastry dough as used in the 
pate. The simple salad is Kentucky 
limestone lettuce with French endive 
and Brunswick dressing, which is simply 
an oil and vinegar French dressing com- 
bined with egg yolks. 

The dessert was made of fresh pears 
cooked in light vanilla syrup, drained, 
trimmed, hollowed and filled with 
chocolate praline mixture. Each was 
then put on a cushion of cake, glazed 
with fondant, flavored with anisette 
and apricot jam with splintered almonds 
and spun sugar. @ 


Chapter News 


(Continued from page 46) 


host. The room, which was converted 
from an old surplus storage room was 
attractively decorated and according to 
the host is the most popular room in 
the club. 

John Halkett and Clarke Mathews 
were in charge of the question and 
answer period for the educational 
meeting. 

New members elected were: David 
Ellis, Sierra View Golf and Country 


Press and Union League Club, San 
Francisco; and Alex Stewart, Palo Alto 
Hills Golf and Country Club. 

The chapter extended thanks to Mr. 
Schaeffer and his assistant, Pale Thom- 
sen, for their hospitality. 


Lacma Club 


Reported by Marian Heurter, 
Secretary 


The Lacma Club celebrated its 13th 
anniversary with a gay cocktail and 
luncheon party at the Arch, Short Hill:, 
N. J. 

Our hostess Marie Jehlen (wife « 
Carl Jehlen, Baltusrol Golf Clul, 
Springfield) invited members to her 
home for the afternoon. A congratul: 
tory telegram from Donnie Lauritsen, 
former treasurer, was read, and men 
bers exchanged birthday gifts and e1- 
joved refreshments including a hanc- 
some birthday cake. 

The club decided to continue b: 
quests to The Salvation Army and Rock 
away Camp for the Blind. 


Hot Weather Promotion 

Taking advantage of the warm 
months, Canada Dry is conducting a 
campaign for its quinine water in an 
attempt to repeat its 1959 market per- 
formance when it outsold all other 
brands combined. 





“Il tried 
them all 


PANEL AVAILABLE 
FOR MANY SIZES 
e Hermetically sealed 

© Ready to operate 


but MALATOX 
got me” 


| coolers 
— OF 


freezers 








Kills resistant roaches 


MALATOxX kills roaches — even those new strains 
which resist the older insecticides. 





Malatox works two ways. Sprayed directionally, 
in crevices where roaches hide, it kills promptly. - 
Then: 

Sprayed heavily or brushed onto surfaces roaches 
travel — baseboards and such — it dries to an 
invisible film which has staying and killing power 
for many months. 


SPRAY IN 
CREVICES 


Aluminum or steel sectional construction 


Malatox also kills and controls silverfish, ants, fleas, 


beetles, and many other insect pests. BRUSH ON 


SURFACES 


Sanitary! Strong! Efficient! You can assemble any size cooler, 
freezer or combination in any shape from standard sections. Add 
sections to increase size as your requirements grow. Easy to dis- 


assemble for relocation. 5. . 
For complete information about Dolge 


insecticides and other pest-killers write: 


Bally Case and Cooler, Inc., Bally, Pa. 


Get Details—write Dept. CM-8 for FREE book. 
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Beverage Promotion 


(Continued from page 16) 





successful sales factors for increasing 
beverage consumption. 

In any club there should be cohesion 
between the entertainment committee 
and house committee (which has juris- 
diction over bar operation), so that 
timing of club parties allows a suffici- 
ent period for members to enjoy a cock- 
tail hour before the party is scheduled 
to start. 

Set aside an outside area where 
cocktail time may be enjoyed. Natural- 
ly. in case of rain, the cafe or lounge 
must be utilized. A lovely terrace 
se-ves the purpose at our club. 

Sufficient waiter help must be avail- 

; abie so that drinks (and second rounds) 
sa ca. be served promptly. 
d- t has helped our club’s bar opera- 
tion considerably to offer canapes at 
}e- cocktail time, without charge—prefer- 
aby small canapes of the fish variety: 
smoked salmon, chopped crabmeat, an- 
chovies, chopped sardines. These all are 
conducive to creating desire for sub- 
sequent rounds of drinks. Serve paper 
napkins with the canapes. 

Price wines realistically, at 100 per 
cent mark-up. And instruct the maitre 
ail d@hotel to circulate among cocktail 
tables to see that waiters are collecting 








the drink checks for service from the | 
bar. Barmen should be alerted to see | 
that these checks have been signed. | 

Have a chafing dish with hot hors 
d’oeuvres located conveniently. 

Such procedures as I have mentioned 
definitely have increased our club’s 
beverage consumption. 


Party Sound Ingredient 
For A Busy Bar 


By Robert W. Barnard 
Assistant Import Sales Manager 
McKesson & Robbins 


he private club member is an ideal 

target for alcoholic beverage pro- 
motions. His whole reason for joining a 
club in the first place is for relaxation 
and social activities. 

Group parties usually are assured of 
success because of the friendly bond 
existing between members of a club. 

This atmosphere means that members 
will mingle, cooperate in games and 
stunts, and otherwise get into the spirit 
of the occasion. And the spirit of the 
occasion can prompt some large-scale 
promotion of a particular drink. 

For instance, a “Hawaiian Night” can 
be a potent vehicle in promoting the 
sale of rum drinks. 

Simple planning for suitable decora- | 
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Creators of 
Atmosphere 
and Moods 


G |For Club Managers... 
R| Savers of Time and 
A Trouble 
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For Club Members... 
1" An Affair to 
Remember 


Send for Free 
“Party Murals” Catalog 


Merchandise Mart Bldg. 
1000 Washington Ave. 
St. Louis 1, Mo. 
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‘The London Club 





The Town Room :' 


P!case write for information. 





MURRAY HILL 9-6680 








where first impressions are important... 
SHERATON HOTELS again chose 


ay Craft 


in printed cotton Momie cloth 

. .. to match the distinctive 
interiors of The Town Room and 
_.. The London Club at the 
*SHERATON-DALLAS. 


Discriminating diners respond to 
well designed and well executed 
appointments. With Hardy 
Craft, leading hotels, restaurants 
and institutions know that 
quality materials, workmanship 
and execution of design bring 
about brilliant results and 
prolonged satisfaction. 





JAMES G. HARDY & CO. INC. © 11 EAST 26th ST., NEW YORK, N.Y. 
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WORK 
BETTER! 


~ EDLUND 
HEAVY DUTY 


(A) Rugged. Dependable. Un- 
challenged favorite for over 30 
years, because no other opener 
has ever matched its efficiency. 
Table and wall styles for every 


(B) Easy one-handle operation. 
Tool steel Roto-Knife punctures 


€dlund _—_ 


EDLUND CAN OPENERS “| —~ 
made better 


SS 


CIRCULAR-KNIFE 


CAN OPENER 


automatically. Opens every size 
and shape can. No slip, no skip 
... even on square corners. 
(C) Keeps openers working bet- 
ter, longer. Wire bristles, stain- 
less scraper. 

(D) One oversize hole for faster 
pouring. 


Burlington, Vermont 





de 
MENTHE 


green 
and white 


60 proof 


LEROUX LIQUEURS 
A distinguished, Une of, AS cons, 


oer AT 
parca 


tions, use of leis and fresh flowers, 
straw hats, grass skirts, colorful sport 
shirts, typical food of the islands and 
possibly an “island band”, if available, 
will set the scene for a memorable 
night. Hula contests, etc., provide 
amusement and hilarity for audience 
participation events. 

Rum drinks are easy to make, simple 
to serve and popular with members on 
an occasion of this type. A “Hawaiian 
Night” can be popular, profitable and 
enjoyable. 


Build Quality Image 
With Brand Names 
By Herbert W. Evenson 


Executive Vice President 
Seagram-Distillers Company 
Ihe serving of fine drinks in an at- 
mosphere of relaxed and gracious 
hospitality traditionally has been char- 
acteristic of a good club. 

In this environment of leisure, as 
much as in any other aspect of con- 
temporary living, emphasis on quality 
products is in accord with the prestige 
image that the club member has of 
himself as a consumer. 

Perhaps more than any other seg- 
ment of the consuming public, club 
members appreciate the factor of quali- 
ty as the key to greater enjoyment and 
satisfaction in leisure-time activities. 

The ability and interest of club mem- 
bers to avail themselves of fine products 
is an obvious stimulus for club pro- 
grams designed to develop greater 
patronage in the beverage department. 

With the rise in the American stand- 


ard of living, there has been increased 
recognition that nationally-advertised, 
nationally-promoted brand name prod- 
ucts consistently provide quality and 
satisfaction. 

At the club, as at home, members 
feel assured of enhanced pleasure when 
served drinks made with top quality 
brands, with the prestige of consumer 
popularity and demand. 

Interest in things that make up the 
“good life” is at an all-time high. Tis 
is in keeping with the country’s sus- 
tained economic growth, gains in per- 
sonal incomes, and broadened oppor- 
tunities and time for dining out and en- 
tertaining. 

Quality and prestige products pro- 
mote members’ appreciation of club 
facilities and services. They create 
moods of leisure-time enjoyment and 
luxury. 

When you encourage your members 
to “Name Your Brand,” you pay 
tribute to their discriminating good 
taste. 


Special Cocktails 
For Special Days 


By Robert L. Bainton 

Vice President, Sales 

Laird & Company 
ny specialty such as apple jack of- 
fers an excellent opportunity for 
special promotions by private clubs. The 
essential ingredient to running pro- 
motion in a club is that it must be of 
a non-commercial nature, it must be 
excitingly different enough to attract 





CLUB MANAGER and AUDITOR 
with 20 years experience and pres- 
ently employed on West Coast, 
seeks situation with town or countrv 
club. Age 45; married; U. Grad. 
A-1 credentials and background. Lo- 
cation immaterial. WRITE or 
WIRE: Box 20-Z, % CLUB MAN- 
AGEMENT, 408 Olive Street, St. 
Louis 2, Missouri. 








ASSISTANT MANAGER 


27 years old, married, bar and kitch- 
en experience, desires position with 
experienced manager in first class 
club. Presently employed seasonal 
club in Michigan. ADDRESS: L. A. 
Fifer, 505 Millard Street, Three 
Rivers, Michigan. 























THAT IS THE BEST 
IN THE MARKET 


Economical 
STANDARD FORMS 
TO FIT YOUR NEEDS 


Senwtce 





Write us NOW for SAMPLES and PRICES 
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the members, and the ingredients used 
must be of the highest quality. To 
simply promote various beverages with- 
out a different twist doesn’t offer the 
members anything unusual enough to 
assure success. 

The apple charmant is a perfect cock- 
tail for luncheons, bridge parties, or 
fashion shows. It is made as follows: 
Cut the top off an apple as if it were 
a lid, scoop out the center of the apple, 
and make a hole in the lid with an 
icepick so a straw may be inserted. 
Then make a jack rose cocktail and 
strain it into the apple, replace the 
lid, and insert the straw. The apple is 
then set in a large shrimp cocktail dish, 
prearranged with crushed ice to keep 
it chilled. A sprig of green leaf adds 
tc the beauty and imagination of the 
drink. 

As far as sales promotional materials 
are concerned, ordinary brand name 
table tents are usually out of place 
in the main dining room of private 
clubs, but unusual and attractive wine 
lists and bills of fare always are in 
order, as are special cocktails for each 
day of the week or for various holi- 
days. Such cocktails could include the 
mint julep around Kentucky Derby 
time, the jack rose cocktail during the 
spring when apple blossoms are in 
bloom, the tom collins or the apple jack 


collins during the summer, whiskey 
sours or apple jack sours’ before 
brunches, and hot toddies for the win- 
ter months. Of course, during the holi- 
days, traditional eggnogs always are in 
order. 

Promoting various beverages in the 
grill of the club is, of course, a little 
different. Such promotions could in- 
clude special score sheets for gin 
rummy or bridge, novelty signs for the 
card rooms, and other promotional 
items such as stirrers, etc. 

As a rule, the salesmen for whole- 
salers and distillers are available for 
help in promoting beverages that will 
help the club to sell extra drinks and 
members to enjoy exciting, different 
drinks. 


Pull The Corks 


For Extra Profits 
By H. Peter Jurgens 


Vice President and General Manager 
Almaden Vineyards 


a is a club manager who is worth his 
salt and interested in a profitable 
dining room operation, the “extra” or 
bonus item that can turn a meal into a 
profit is mighty important. 

Table wine is bottled profit for the 
club but there are an amazing number 
of managers who do not participate in 





CLUB MANAGER AVAILABLE 


Presently employed by private 
club with 1,200 members. College 
accounting and public relations back- 
ground. Top flight on Food and Bev- 
erage Controls, full potential guaran- 
teed. Age 34. Complete resume of 
qualifications on request. AD- 
DRESS: Box 17-Z, % CLUB MAN- 
AGEMENT, 408 Olive Street, St. 
Louis 2, Missouri. 








CHEF DE CUISINE for large country 
club. Prefer European trained and able to 
provide French and American dishes. Must 
be a working chef and have outstanding 
ability in preparing buffets, ice carvings, 
decoration and pastry work. Able to assume 
all responsibility for diversified menus and 
food cost. Personal habits, photograph and 
resume of positions held, and references of 
previous places of employment. Salary ex- 
pected. ADDRESS: Box 19-Z, % CLUB 
MANAGEMENT, 408 Olive Street, St. Louis 
2, Missouri. 











CLUB MANAGER AVAILABLE 
Highly qualified—co-operative 
with all committees. Eight years 
manager prominent mid-western 
club. Outstanding references. AD- 
DRESS: Box 18-Z, % CLUB MAN- 
AGEMENT, 408 Olive Street, St. 
Louis 2, Missouri. 








Counselor 


problems. 


thing about it. 


202 South State St. 





ELIZABETH GARRISON ... 


Unite with us to solve your executive personnel 


The first step in solving any problem is to recog- 
nize that it is there. The next step is to do some- 


WABASH EMPLOYMENT AGENCY 

Chicago 4, Illinois 
Phone: WAbash 2-5020 

(Wabash Agency established in 1935) 





31 YEARS OF SERVICE TO CLUBS 


CLAREMONT—MAJESTIC 


EMPLOYMENT SERVICE 


AGENCY 


taetiee PERSONNEL concise 
80 WARREN STREET, Room 305 


New York 7, N. Y. 


tu rnitu re 


‘ NO. 8233 
Wati-Saving Side Chair 
(NO. 8232 matching 
arm chair.) 


Wide assortment of chairs and tables. See your dealer 








or write us for our distributor’s name. - 
AMERICAN CHAIR COMPANY 


Herman Litman Manager 


PHONE: COrtlandt 7-3853 


A. Zahler, Licensee 
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developing the serving of wine as the 
extra bonus to a meal. 

A good premium wine can produce a 
dining room profit elusive to many club 
managers. A good wine business in a 
club doesn’t grow without some effort, 
however. A satisfactory volume can be 
built in a short time through attention 
to sales and service, and with the co- 
operation of waiters and waitresses. 

Wine (or profits) do not flow until 
the bottle is served and opened. In the 
club where wine is featured as part of 
the enjoyment of fine food and graci- 
ous living, the club member, his guests 
and the club are rewarded—the diners 
in the glow of satisfaction that follows 
the blend of fine food with good wine, 
and the club more tangibly with the 
sale of a highly profitable item. 

The pulling of a cork releases a prof- 
it as sound and as clean as the wine it- 
self. There’s no risk in perishable ma- 
terial, no elaborate preparations in the 
kitchen, and no expensive service ac- 
cessories. @ 


Mobile Martini Wagon 


BREE 










Martini service on wheels has added 
a quality touch to the luncheon period 
at the Toledo (Ohio) Club. Manager 
Willis Garwood introduced the new 
beverage service in the club’s main din- 
ing room in the form of a mobile Mar- 
tini Wagon. 

Membership interest and response to 
the new service has been good. The 
faster service, chilled glasses and qual- 
ity of the drink have produced a sub- 
stantial increase in sales. The Martini 
Wagon prompts a profitable tinkle of 
glasses both before and after lunch as 
it is a luxury form of service with great 
appeal to members. 

The wagon is wheeled from table to 
table with martinis packed in ice and 
prepared for members “dry as you like 
it,” over the rocks, in regular or king- 
size quantities. 

To launch the new beverage service 
as a regular feature of the club, Mr. 
Garwood sent out an attractive, illus- 
trated announcement to members. 
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Soft Drink Sales on 


Increase 


N™ clubs mean new ideas—and one 
of the most popular ideas in the 
many new clubs being built today is 
the teen-age room—the place in the 
club where the youngsters have free 
rein. 

And managers are becoming increas- 
ingly aware of entertainment programs 
for these younger groups, programs 
which have appeal and can be run off 
with a minimum of effort from man- 
agement. 

Part of the trend in the teen-age 
rooms includes the increasing use of 
soft drink machines or soda fountains. 
Managers long have been accustomed 
to the serving of alcoholic beverages 
in their clubs, but today they are find- 
ing that more and more they are in- 
creasing soft drink sales too. 

The teen-age stomach, as parents 
and club managers will attest, is cap- 
able of accommodating fantastic 
amounts of hamburgers and hot dogs, 
washed down, of course, with gallons 
of soft drinks. And the wise manager 
can parlay this fact into profits for 
his club with the proper promotion of 
a soda fountain in the teen-age room. 

But teen-agers aren’t the only ones 
who consume soft drinks and there is 
a fertile field for their promotion in 
the club’s locker rooms, 19th hole and 
on the course itself. 

A soft drink machine, strategically 
located, can bring added profits to al- 
most every department of the club. 

And, at the halfway house, along with 
beer, soft drinks are the best sellers. 


in Clubs 


From clubs across the country come 
different ideas on where to sell soca 
and beer. Probably the most popul ir 
place is the grill next to the lock:r 
rooms, but there is a definite trend :o 
move these sales out on the golf course 
itself. For example, one midwesten 
club has a vending machine at every 
other tee. 

Tennis courts and swimming poo's 
offer other spots for the promotion of 
snacks and drink sales. Many clubs use 
vending machines in both spots, al- 
though others go in for a more elabo- 
rate snack bar. 

The swimming pool especially is con- 
dusive to this type of sales. In many 
cases clubs have been able to pay for 
their pool operation through the profits 
from the poolside snack bar. In this 
case, paper cups are the rule, since 
in many states glassware is forbidden 
around the pool. 

With father on the golf course, 
mother and the children are using the 
pool and they are the club’s best pros- 
pects for soft drinks and snacks. This 
business comes at a normally slack time 
for sales at a club—mid-afternoon, and 
it can fill in this valley neatly for the 
club willing to promote a snack bar at 
poolside. 

From all over the country come re- 
ports of increasing’ beverage sales in 
clubs. And soft drinks are just coming 
into their own. A lot more can be done 
by the clubs to promote them, and 
those that do will find an added profit 
to their over-all sales operation. @ 


Members of Riverdale Country Club, Little Rock, Ark., where John Copeland is manager, 
take advantage of the soft drink supply available at the club's refreshment stand. The stand 
is near the pool area of the club and, as can be seen, gets lucrative use, especially by the 


young people. 
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Philadelphia Sheraton Hotel, Philadelphia, Pa. 
Columbia Club, Indianapolis, Indiana 
Fontainebleu Hotel, Miami Beach, Florida 
Washington Athletic Club, Seattle, Washington 
Hotel Nacional de Cuba, Havana, Cuba | 
Pendennis Club, Louisville, Kentucky 

Hotel Pennsylvania, West Palm Beach, Florida 
















The San Antonio Coun- 
try Club, San Antonio, 


Texas is served by a San Antonio Country Club, San Antonio, Texas 
2,000 pound capacity . a . 
unit. Greenbrier Hotel, White Sulphur Springs, W. Va. 





Milwaukee Athletic Club, Milwaukee, Wisconsin 
hinnerineadndeheini Statler Hotel, Hartford, Connecticut 
hard ice of superior . 
quality. Either cylin- Suburban Club, Pikesville, Maryland 
der or crushed ice Caribe Hilton, San Juan, Puerto Rico 


may be had from 
the same unit. 


Write for Bulletins, Dept. 24A—RTCM 


OTHER VOGT PRODUCTS a U T Oo M a T i ¢ 


Drop Forged Steel Valves, 
Fittings and Flanges — 


J 
Petroleum Refinery and 
Chemical Plant Equipment = 
Heat Exchangers 
Ice Making and 


| 
Refrigerating Equipment The Finest Ice-Making Unit Ever Made | 


Steam Generators 








HENRY VOGT MACHINE COo., Louisville, Ky. * SALES OFFICES: New York, Chicago, Cleveland, Dallas, 


Philadelphia, St. Louis, Charleston, W. Va., Cincinnati 
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If you appreciate fine Bonded Bourbon... 
you deserve the assurance of the Fitzgerald name... 


the only Kentucky Bourbon exclusively Bottled-in-Bond. 
OLD FITZGERALD is memorable at six years old... the 
accepted connoisseur’s choice (when available) at 
eight year VERY OLD FITZGERALD. 


When you say “FITZGERALD” for case or drink —you 
are never in doubt. Reassuring, isn’t it? 


(up FITZGERALD 


YOUR KEY TO HOSPITALITY 


STITZEL-WELLER DISTILLERY . Estab. Louisville, Ky., 1849 » 100 Proof 





Very Old Fitzgerald available in Antique 
Fifths, suitably boxed, labels personalized 
in case lots on request. Ask your dealer, or 
write to us in Louisville. 





